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Rough Proofs 


“Ginger Rogers, one hears, is 
making an attempt to supercede 
Garbo.” —Judge. 

All that is delaying her is the dif- 
ficulty of locating that other = 


¢ Vv F 


Since the FTC seems to frown 
on the idea that vitamins for the 
complexion can be added through 
the skin, maybe they’ll let the ever 
hopeful ladies pin their faith once 
more to mud baths and beauty clay. 


2 a 


Some medical men object to the 
publication of health advice in news- 
papers by Dr. Morris Fishbein, editor 
of the Journal A. M. A. Their un- 
answerable argument is, “Why give 
it away when you can sell it?” 


7. FT F 


“Prosperity,” says Philco, “isn’t 
just around the corner. It’s here for 
those who will go out and get it.” 

But the go-getters of an earlier 
day are now trying to solve their 
problems by becoming economists 
instead of salesmen. 


vvy 

As a matter of fact, prosperity is 
chiefly a question of weather. If 
they will just agree to turn on 
plenty of heat, all of the bathing- 
suit, refrigerator, electric fan and 
soft drink manufacturers will read- 
ily agree to be prosperous. 


vgvsy? 

Since RCA has found out that 
people are still interested in the 
name of Victrola, the famous fox 
terrier will get busy in the advertis- 
ing again. And now he will know 
whose is his master’s voice. 


a ok 
There has been a 500 per cent in- 
crease in record sales since 1933, 
RCA reports. A lot of people still 


insist on singing, “I want what I 
want when I want it.” 


vgyvy*y? 

Wisconsin druggists want a law 
making it a felony to advertise cut 
prices on goods which the merchant 
hasn’t in stock. Somebody is al- 


ways thinking up a new way to put 
people in jail. 


vveegy 

Modern advertising agencies are 
equipping their offices with gadgets 
to make life easy and comfortable 
for copywriters. But lots of good 
copy will still be written on the 
backs of old envelopes. 


(2, 


Wilson has developed a_ golf 
talkie for display to club members 
under the name of “Golfing With 
the Masters.” But what the dub 
wants to know is why they always 
move the hole just as he makes his 
putt. 

a ae 

_The chains are thinking of get- 
ting together on a public relations 
program. They’ve decided with 
Ben Franklin that if they don’t 
hang together they’re sure to hang 
Separately. . 

vvey 
Roper criticizes arm- 
chair exporters who never visit 
their foreign customers. And it 
Wouldn’t be such a bad idea for 
business men to take a look occa- 
sionally at their customers right 
here at home. 

vvegy 

With Henry Armstrong on the 
Way to holding three boxing titles 
at once, there’s nothing to do but 


change his name to Strong Arm 
Henry. 


Secretary 


Copy Cus. 


PITT STUDENT 
IS VICTOR IN 
ESSAY CONTEST 


New York, June 3.—Victorious 
over a field of almost 5,000, Paul J. 
Betz of Oil City, Pa., a student at 
the University of Pittsburgh, and 
David W. Foley of St. Catherines, 
Ont., a student at St. Catherines Col- 
degiate Institute, today were awarded 
first prizes in the college and high 
school divisions, respectively, of the 
third annual student contest for es- 
says on “How Advertising Benefits 
the Consumer,” conducted by ADvER- 
Tisinc Ace. The winning essays are 
presented on Page 27 of this issue. 

The winners will receive their 
awards at the 34th annual conven- 
tion of the Advertising Federation of 
America in Detroit, June 12-16, 
which they will attend as the guests 
of ApDveRTISING AGE. Each will re- 
ceive a check for $250 and a hand- 
some certificate of award. 

Second prize in the college division 
went to Arthur K. Macfarlane of 
Berkeley, Cal., a student at the Uni- 
versity of California, and second 
prize in the high school division was 
awarded by the judges to Florence 
E. Shultz, a senior at the Galena, O., 
High School. Each of these winners 
will be $100 richer as a result of 
the contest. 


Other Prize Winners 


Third place in the college division 
was won by Henry Austin Shull of 
Dallas, Tex., who is just completing 
his sophomore year at Southern 
Methodist University, while third 
place in the high school division was 
awarded to John Kerin, a student at 
Allentown, Pa., High School. Althea 
Issermoyer, winner of first place 
in the high school division in the 
1937 contest, was also a student at 
Allentown High School. Each of the 
third place winners will receive an 
award of $50. 

Ten honorable mentions, each car- 
rying an award of $10, were awarded 
in each classification. The ten win- 
ners in the college division, listed 
without reference to their relative 
standings, are: 


Temple Student Wins 


Myrtle E. Braitman, Temple Uni- 
versity, Philadelphia. 
Carmelo Gugino, Jr., Dartmouth 
College, whose home is in Buffalo. 
John F. Cleary, Jr., Notre Dame 
University, Notre Dame, Ind. 
Virginia R. Bower, University of 
North Carolina, whose home is at 
Lexington, N. C. 
M. P. Smith, Jr., University of 
Oklahoma, Norman. 
Helen Bullock, University of Mis- 
souri, whose home is in San Angelo, 
Tex. Miss Bullock won third place 
in the college division last year. 
Alvah J. Horn, Stanford Univer- 
(Continued on Page 25) 
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House Passes Food, Drug Bill 
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SOUTH LEADING 
MOVE TO RAISE 
SUBSCRIPTIONS 


SNPA Hears of Plan to Aid 
Advertisers 


(Pictures on Pages 2 and 31) 

Edgewater Park, Miss., June 1.— 
Increased newspaper production 
costs are being passed along in large 
measure to readers through increased 
subscription prices, instead of being 
absorbed in advanced advertising 
rates. This poligy was given special 
emphasis at the B6th annual conven- 
tion of the Soutfern Newspaper Pub- 


lishers’ Association, which closed 
here today. 
Ted Dealey, llas News and Jour- 


nal, said in his annual address as 
president that the South is leading 
in seeking greater revenues from cir- 
culation, and that it is only just that 
readers be asked to pay the greater 
production costs that are now in evi- 
dence. Other leading publishers as- 
serted that substantial advances in 
single copy and subscription prices 
which have gone into effect have had 
only temporary effect in reducing 
circulation volume. 

“There has been a general increase 
in circulation rates of newspapers in 
Southern territory,” said Mr. Dealey 
in his report. “Perhaps we have led 
the way in this respect for the rest 
of the nation. Taking the United 
States as a whole, less than one-third 
of the daily newspapers have raised 
the price of their product to the 
reader. In the 14 Southern states, the 
proportion has been much greater. 


Still Easy to Buy 


“The daily newspaper, even at an 
enhanced rate, is the cheapest service 
or commodity purchaseable by any 
American citizen, cost of production 
and excellence of the product both 

(Continued on Page 2) 
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Silver plaque presented to Walter C. 
Johnson, Chattanooga News, for 25 
years’ service as an SNPA officer, at the 
annual convention. Victor H. Hanson, 
publisher, Birmingham News and Age- 
Herald, oldest living member of the 
SNPA, made the presentation. 


New Program to 
Support Direct 
Selling Dealer 


Wawasee, Ind., June 3A new 
public relations program aiding local 
dealers was projected today to the 
National Association of Direct Sell- 
ing Companies: in convention here as 
a major solution to this group’s sales 
and legislative problems, accentuated 
in the past months by enactment of 
local ordinances similar to the Green 
River law, which bars salesmen from 
homes except on invitation. 

It was also suggested that the as- 
sociation “fight fire with fire” by 
urging and sponsoring legislation 
controlling direct selling to a rea- 
sonable extent. It was asserted that 
action of this type will be effective 
in preventing future and more dras- 
tic laws. 

The public relations program, 
while not a collective effort, will in- 
volve increased use of local news- 
paper copy by dealers and greater 
emphasis in national advertising 


(Continued on Page 4) 


Last Minute News Flashes 


Quaker Oats and Lord & Thomas Part Company 

Chicago, June 3.—The Quaker Oats Company and Lord & Thomas 
have ended their 30 years association, ApverTIsING Ace learned today. Dur- 
ing this period the agency has handled advertising of Little Kurnels, Qua- 
ker Oats and Aunt Jemina pancake flour. 


‘Munsingwear Account to Kenyon & Eckhardt 


Minneapolis, June 


3.—Munsingwear, 


Inc., manufacturer of under- 


garments for men and women, today announced appointment of Kenyon 
& Eckhardt, New York, as its advertising agency. 


New Orleans Club to Affiliate with Federation 


New Orleans, June 3.—The Advertising Club of New Orleans today 


voted to affiliate with the Advertising Federation of America. 


David M. 


Jones, president, will be official representative at the AFA convention. 


Pick Chicago for Test of P&G Dentrifice 
Cincinnati, June 3.—Procter & Gamble Company will launch a test 
campaign in Chicago for its new dentrifice in the immediate future. 


Conybeare, Former ANA President, Dies Suddenly 


Lancaster, Pa., June 3.—S. E. Conybeare, 53, former president, Asso- 


ciation of National Advertisers, and 
vision of Armstrong Cork Company, 


sales manager of the industrial di- 
died here last night. Formerly ad- 


vertising manager, he joined Armstrong in 1915. 


Administration Fight on Re- 
view Section May 
Doom Measure 


Washington, D. C., June 1.—Re- 
jecting an amendment to the court 
review section which has won the 
bitter opposition of the Department 
of Agriculture, the House today 
passed the food, drug and cosmetics 
bill which has been before it for 14 
months. The measure has little re- 
semblance to that passed by the Sen- 
ate March 9, 1937. The next step 
will be to appoint conferees to ad- 
just the differences and report back. 

It was a Republican, Carl Mapes, 
of Michigan, who sought to strike 
out the section authorizing federal 
district courts to enjoin enforcement 
of food and drug orders promulgated 
by the Secretary of Agriculture. Rep- 
resentative Mapes would have sub- 
stituted a system of appeals similar 
to that in vogue for appeals from 
orders of the National Labor Rela- 
tions Board, 


Court Review Section 


The fight against his amendment 
was led by A. W. Robertson, Vir- 


ginia Democrat, with the assértion 


that it would piace all drug, food and 
cosmetic manufacturers at the mercy 
of the Department of Agriculture. 
The Mapes amendment was defeated 
57 to 34, 

The provision to which the Depart- 
ment of Agriculture objects reads as 
follows: 

“In a case of actual controversy 
as to the validity of any order under 
subsection (2), any person who will 
be adversely affected by such order 
if placed in effect may at any time 
prior to the 90th day after such 
order is issued file a complaint with 
the District Court of the United 
States for the district wherein such 
person resides or has his principal 
place of business, to enjoin the Sec- 
retary from placing the order in ef- 
fect and to compel him to modify 
the order in the respects set forth 
in the complaint. The summons and 
complaint may be served at any place 
in the United States. 


Must File Transcript 


“The Secretary, promptly upon 
services of the summons and com- 
plaint, shall certify and file in the 
court the transcript of the proceed- 
ing and the record on which the Sec- 
retary based his order. The court 
shall, upon the showing that such 
additional evidence is material and 
that there were reasonable grounds 
for failure to adduce such evidence 
at the proceeding before the Secre- 
tary, permit the complainant to sup- 
plement the evidence in such record 
by adducing additional evidence, 
which the Secretary may rebut, bear- 
ing on the validity of the order. 

“For this purpose the court may 
require such evidence to be taken be- 
fore the court or a master, or may 
remand the case to the Secretary 
for the taking of such evidence and 
the making of such amendment to 
his order as may be required. 


May Enjoin Secretary 


“The court shall have jurisdiction 
by appropriate judgment to enjoin 
the Secretary temporarily or per- 
manently, from placing in effect or 
enforcing the order. The court may 


by such judgment in addition direct 
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the Secretary to take such further 
action as justice may require. ... 

“A certified copy of the transcript 
of the record and proceedings under 
subsection (e) shall be furnished by 
the Secretary to any interested party 
at his request and shall be admis- 
sible in any criminal, libel for con- 
demnation, exclusion of imports, or 
any other proceeding arising under 
or in respect to this Act, irrespec- 
tive of whether proceedings with re- 
spect to the order have previously 
been instituted or become final 
under subsection (f).” 

While the House deleted about 
half of the 90 pages of printed mat- 
ter contained in the bill, its version 
of S. 5 remains stringent in many 
respects. 

It retains the most effective fea- 
tures of the Wiley pure foods act of 
1906 and extends the scope of the 
law to include cosmetics, therapeu- 
tic devices and certain drugs that 
now escape regulation. 

In addition, the bill would put un- 
der regulation drugs intended for di- 
agnosing illness, and for remedying 
overweight conditions; require ade- 
quate tests of new drugs before per- 
mitting them to markets; demand 
“reasonable” sanitation in the pro- 
duction of foods, drugs and cosme- 
tics; subject to regulation foods that 
are dangerous because of natural 


“Beautirized” Is 
Georgia Peach Brand 


Atlanta, June 2.—Georgia 
peaches are going to market 
| under the brand name, “Beau- 
tirized,” picked today by Har- 
vey-Massengale Company, 
agency in charge, to make | 
| housewives take a long look | 
and buy. New York and Chi- | 
cago newspapers will be used. 


poison content and prohibit the addi- 
tion of poisons to food except where 
such addition is “necessary and can- 
not be avoided.” 


Heads Tractor Unit 

E. J. Harrington has been ap- 
pointed sales manager of a new trac- 
tor division of Graham-Paige Motors 
Company, which for the first time 
becomes a separate department. He 
was formerly with International Har- 
vester Company. 


“Click” Changes Covers 


Beginning with the August, 1938, 
issue, Click, Philadelphia, will print 
all outside covers in four-color 
gravure, with inside second and third 
covers printed in monotone gravure. 
Bleed on all three covers will be 
available. 


SOUTH LEADING 
MOVE TO RAISE 
SUBSCRIPTIONS 


(Continued from Page 1) 
considered. Before we pass on to 
our advertisers any further increase 
in rates, we should first try to meet 
at least part of our advancing costs 
by making our subscribers pay more. 

“Newspaper circulation rates can 
never rise to a point where the 
reader pays the full value of the 
service daily rendered him. Most of 
those papers that have raised rates 
have suffered only temporary or un- 
important circulation losses. Their 
experience should be encouraging to 
publishers who have so far hesitated 
to adopt this course.” 

Cranston Williams, secretary and 
manager of the association, said that 
the International Circulation Man- 
agers’ Association, which will have 
its annual convention in Quebec later 
this month, has been making a sur- 
vey of the trend toward higher sub- 


IN THIS BILLION 
DOLLAR MARKET 


Summer brings an added and profitable crop 
of free spending customers to WTIC’s consist- 
ently responsive billion dollar market. For this 


segment of Southern New England is a notably 


popular vacation center. 


WTIC 


The Travelers Broadcasting Service Corporation 


Paul W. Morency, General Manager e 


Representatives: Weed & Company ° 


WTIC can help you sell more goods because 
in Southern New England it rates: 


FIRST IN LISTENER POPULARITY by more than 
IN NUMBER OF NETWORK ADVERTISERS 


IN NUMBER OF NATIONAL SPOT AD- 


2 to | 


VERTISERS 


Write today for our interesting 32-page 
brochure giving full details on the Ross Fed- 
eral Survey of WTIC’s popularity and facts 


about the WTIC Billion Dollar Market. 


New York 


50,000 WATTS 
HARTFORD, CONN. 


Member N.B.C. Red Network and Yankee Network 
James F. Clancy, Business Manager 
Detroit 


Chicago San Francisco 


<= 


NEW OFFICERS OF SOUTHERN NEWSPAPERS 


Ted Dealey (left), Dallas News and Journal, and retiring president, SNPA, who 
was elected chairman of the board, with John D. Ewing, Shreveport Times, who 


succeeded Mr. Dealey as president. 


scription rates, and that a report at 
its convention will probably result 
in even more general advances. 

Mr. Dealey discussed the labor sit- 
uation as represented by the Ameri- 
can Newspaper Guild, and said that 
the movement was the result of 
short-sighted treatment of their edi- 
torial employes by a minority of pub- 
lishers. More attention to personnel 
problems, he suggested, would save 
many headaches in the future. 


Endorse Promotion Plans 


One of the main subjects discussed 
at the convention was the proposal 
to establish a bureau of advertising 
and to carry on research and promo- 
tion work in behalf of members of 
the SNPA. A report on this sub- 
ject was presented by George C. Big- 
gers, Atlanta Journal, chairman of 
the advertising committee. At the 
same time, W. C. Thomson, Bureau 
of Advertising, American Newspaper 
Publishers’ Association, outlined 
plans of the bureau for expanded 
efforts in behalf of newspaper adver- 
tising. The association decided after 
full discussion to endorse both pro- 
grams. 

J. G. Stahlman, Nashville Banner, 
who is chairman of the committee on 
newsprint manufacture, made a 
highly optimistic report, indicating 
that practically all details have been 
completed for the establishment of 
a mill at Lufkin, Tex., to manufac- 
ture newsprint from pine. In addi- 
tion, Dr. Charles H. Herty, head of 
the Herty Foundation, Savannah, Ga., 
told the publishers that recent re- 
searches have shown that other 
Southern trees, including cottonwood, 
gum and tupelo, can also be used in 
the production of pulp and paper. 

Considerable time was devoted to 
the discussion of editorial individual- 
ity in newspapers, Tom Wallace, 
Louisville Times, who is chairman of 
the editorial committee, urging that 
the local newspaper editor not resign 
his function in behalf of syndicated 
columns. Publishers who have re- 
cently made readership surveys said 
that these indicated the local edi- 
torial is more popular than the syn- 
dicated offering. 


Ewing New President 


Ted Dealey was advanced to chair- 
man of the board at the annual elec- 
tion of officers, John D. Ewing, 
Shreveport Times, becoming presi- 
dent. He is the son of the late Rob- 
ert Ewing, who held the presidency 
in 1928. Walter C. Johnson, Chatta- 
nooga News, who was re-elected 
treasurer, was presented with a 
handsome plaque in recognition of 
his 25 years’ service as an officer. 
Capt. Williams was re-elected secre- 
tary and manager, and directors were 
chosen as follows: 

Ralph B. Chandler, Mobile Press- 
Register; C. E. Palmer, Sentinel- 


Record and New Era, Hot Springs, 
Ark.; Ralph Nicholson, Tampa 
Times; P. T. Anderson, Jr., Macon 
Telegraph and News; Barry Bing. 
ham, Louisville Courier-Journal and 
Times; C. P. Manship, Baton Rouge 
State Times and Advocate; James H. 


Skewes, Meridian Star; D. Hiden 
Ramsey, Asheville Citizen and 
Times; Dave Vandivier, Ezpress, 


Chickasha, Okla.; A. W. Huckle, Her- 
ald, Rock Hill, S. C.; Adolph Shelby 
Ochs, Chattanooga Times; B. N. 
Honea, Fort Worth Star-Telegram; 
Raymond B. Bottom, Newport News 
Press and Times-Herald; J. H. Long, 
Advertiser and Herald-Dispatch, 
Huntington, W. Va. 


Capt. Brown Wins 


Capt. Enoch Brown, Memphis Com- 
mercial Appeal, won the prize for 
low gross in the golf tournament, 
with C. B. Short, Roanoke Times 
and World-News, second, and J. M. 
Elliott, Florida Times-Union, Jack- 
sonville, third. Col. H. M. Ayers, 
Anniston Star, won the prize for low 
net, with K. A. Engel, Little Rock 
Democrat, second, and A. H. Chap- 
man, Ledger and Enquirer, Colum- 
bus, Ga., third. Guest prizes were 
won by George Little, Home Econom- 
ics Service, New York, for low gross, 
and R. H. Green, Howard Flint Ink 
Company, Atlanta, for low net. 


Shults Resigns as 


Compton Space Buyer 


Roy F. Shults has resigned a8 
space buyer for Compton Advertis- 
ing, Inc., New York, after ten years 
of service. 

He has taken temporary offices in 
Room 2344, Lincoln bldg., New York. 
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)} YOULL FIND HAPPY HUNTING IN TEXAS 


aq 

SN « 

on bw 

Long Pe 

patch 

oO No fooling. There are only 1,001 Indians left in Texas, and the 1930 census shows 
noe more than six times that many in New York! 

IM { 

Jack- | ™ ; 

mv F There's a lot of people left in Texas though —5,824,715 of them — including the 
i oe thousand redskins. 16.3% of them livein the four star Texas markets — Dallas, Fort 
‘olum 

hn Worth, Houston and San Antonio. 

gross, : 

a But the other 83% of the population live in smaller towns and rural communities 


scattered throughout the 265,896 square miles that is Texas. 


There is only one economical and efficient way to cover a territory so vast, in 


which live so many people—the Texas Quality Network. This group of four NBC 


ce SS =, 
FE gtk 


stations is powered to reach and programmed to please its great Southwestern 


— 
~< 


audience —in every city and town in Texas—every hamlet and radio home. 


A The next time you sit in a directors’ pow-wow and the subject of White Man's 
= Magic comes up, suggest radio in Texas — suggest using TON. 


Seoceee/el 
ore 
~ hee 


: THE TEXAS QUALITY NETWORK 
x WFAA-WBAP - KPRC WOAI 


rae DALLAS FT. WORTH HOUSTON SAN ANTONIO 
e FREE Ask for Texas Quality Network Standard Market Data Brochure 


"a EDWARD PETRY & COMPANY, INC. 
NATIONAL REPRESENTATIVES 
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NEW PROGRAM 10 
SUPPORT DIRECT 
SELLING DEALER 


(Continued from Page 1) 


now scheduled by members on the 
place a direct salesman deserves in 
his community. 

The plan was outlined by Frank 
G. Kane, general manager, Industrial 
Relations, Inc., Chicago, and Chester 
A. Foust, director of industrial re- 
lations and account executive of J. 
Walter Thompson Company. 

Others on the convention program 
which concluded today were Philip 
Jaffe, Wallace Brown, Inc., New 
York, and Prof. Lewis C. Brownson 
of the University of Minnesota. 

Mr. Kane declared that the pub- 
lic relations committee recently ap- 
pointed by a group of leading direct- 
selling companies is heartily in ac- 
cord with this policy. The commit- 
tee is composed of G. A. Efroymson, 
president, Real Silk Hosiery Mills, 
chairman; M. H. Karker, president, 
Jewel Tea Company, and E. V. Ek- 


_ COMES TO CHICAGO 


Sidney A. Wells, who has joined McCann- 
Erickson, Inc., Chicago, as art director 
with Roy Washburn. 


man, vice-president and treasurer, 
Electrolux. 

“Direct selling exists through the 
efforts everywhere of ‘small busi- 
ness men and women’ who are in 
most cases hard-working, industri- 
ous citizens of the best type,” said 
Mr. Kane. “It is not against these 
salesmen with the same community 
interests as their customers that 
anti-peddling laws are really direct- 


ed. Yet because the laws are 


sweeping and discriminatory, the 
actual livelihood of thousands of 
such Americans is seriously en- 
dangered. 


Sound Business Men 


“An intelligent use of newspaper 
space is strongly recommended to 
state and regional directors of those 
companies who are anxious to set 
their houses in order. The desire 
of commendable communities pass- 
ing ordinances against peddling is 
to get rid of the fly-by-night vendor 
of questionable merchandise. Cer- 
tainly the home salesman who is 
backed by advertising in local news- 
papers will establish his position as 
a legitimate business man. Our 
American sense of fair play will 
want to see that he gets the same 
hearing as the big department store 
on the square.” 

Mr. Kane announced that among 
the activities of the public relations 
committee is a survey to determine 
the volume of newspaper advertis- 
ing already being placed by direct- 
selling companies. 

“Contrary to the belief held in 
some isolated communities, this 
volume is already considerable. We 
believe it highly advisable to in- 
crease it wherever possible.” 

Mr. Foust urged association mem- 
bers to encourage their dealers to 


WA 


aybe 9 should have called 


FREE & PETERS!” 


HEN you're faced with 
any kind of problem in 
radio research, by all means call 


Free & Peters! 


Not only because we have al- 
most every conceivable bit of 
printed data you might want--- 
but ALSO because we have a 
lot of unprinted information 
that is often more helpful than 


the library dope itself: 


What kind of “stuff” the an- 
nouncers put into their commer- 
cials, for example. Or the re- 
sults that various stations have 
gotten for various clients. Or 
what the coverage map really 


means at 8 A. M. in Pascaloosa. 


Give us a chance to help you. 
That’s the only favor we crave. 
Call any of our 6 offices listed 


below! 


FREE & PETERS. inc. 


(and FREE, JOHNS & FIELD, LNC.) 


Picucer Radia Station Representatives 


CHICAGO NEW YORK 
180 N. Michigan 247 Park Ave, 
Franklin 6373 Plaza 5-4131 


DETROIT SAN FRANCISCO 
New Center Bldg. One Eleven Sutter 
Trinity 2-8444 Sutter 4353 


Exclusive Representatives: 
so» 2 ) . 2 Buffalo 
... > Je Cincinnati 
WHK-WCLE ........ Cleveland 
Dy 4564646 besanad Columbus 
EEE 66.660 08008006508 Davenport 
.. . Jere Des Moines 
. Pe Fargo 
WOWO-WGL ....... Ft, Wayne 
AeA Kansas City 
2 ., eee Louisville 
WTCN ....Minneapolis-St. Paul 
DE 40 o6h0+6s000e0eEEE Peoria 
Sree s se cece St. Louts 
ISS Syracuse 
REE 62+csinc8ees Youngstown 

Southeast 
BE 6.60.60 hasbeen Charleston 
.  Saaerere recs Columbia 
0, SSE Raleigh 
PE 60 0c ehcienenewe Roanoke 
Southwest 
2). seer ee Ft. Worth 
PERU. 6.0055 050040 esaaeees sa 
Pacific Coast 
KOIN-KALE ......... Portland 
i, a San Francisco 
Pe era Seattle-Tacoma 
LOS ANGELES ATLANTA 
Cc. of C. Bldg. Bona Allen Bldg. 
Richmond 6184 Jackson 1678 


AT LAST, A BETTER BASKET 


“Fold-Away" basket being introduced by Metwood Mfg. Company, Rockford, Ill, 


It is a general utility basket which folds when empty. Earl 


Rockford, is 


M. Cummings, 
the agency. 


have local newspaper advertising 
carried adjacent to that of dealers 
for other companies. This, he said, 
will achieve a dual effect in first, 
creating a consumer awareness to 
the size of its community’s direct 
selling contingent, and secondly, in 
help to sell more merchandise. 

Most consumers, he declared, are 
not cognizant of the fact that a size- 
able percentage of their neighbors 
are engaged in direct sales work, and 
this type of consumer is easily con- 
vinced of the anti-argument that a 
direct salesman is an itinerant and 
unreliable. The current trend in 
local legislation affecting direct sell- 
ing is toward regulatory rather than 
prohibitive laws, he said. 

Mr. Foust argued that, while these 
anti-campaigns are usually supported 
by local merchants, many of them 
are actually inspired by racketeers. 
Consumers, he declared, for the most 
part hold no grudge against the di- 
rect selling type of distribution. 

In many instances, it was pre- 
dicted, these local campaigns will be 
paid for by the company, although 
this question is one for individual so- 
lution. The association’s committee 
on publicity will serve in advisory 
capacity. Arthur M. Berger is chair- 
man, 

Another factor held of general ben- 
efit to all direct selling companies is 
expected to be the greater attention 
shown in national copy used by the 
larger organizations in promotion for 
this type of distribution. 


Asks Greater Value 


The approach to the public rela- 
tions program offered by Mr. Jaffe in 
“Direct Selling and the American 
Scene,” included a blunt assertion 
that some of the problems faced by 
direct sellers might be solved by giv- 
ing consumers more for their money. 

Remarking that his experience 
with direct selling in the greeting 
card field began in 1931, Mr. Jaffe 
declared, “It seemed to me then, and 
my experience has since corroborated 
this belief, that the chief error greet- 
ing card direct sellers were making 
was to get a rather inferior product 
at a high price and then work like 
hell to persuade the agent that it 
was a bargain—that he ought to go 
out and sell it to his friends and ac- 
quaintances because there was 
money in it.” 

Mr. Jaffe criticized the use of 
overly elaborate sales propaganda, 
asserting that the average retail 
mark-up on products is sufficient if 
sales promotion material is reason- 
ably priced. 

“We also hope to find a better way 
of selecting agents, one that will not 
penalize the consumer and good 
agents,” he added. 

In a similar vein was Mr. Brown- 
son’s address on “Making Salesper- 
sons out of Order Takers.” Along 
with Mr. Jaffe, he criticized elaborate 
presentations, not only because of 
their cost, but because they often 
hindered rather than helped the 
salesman. 

He declared that too many compa- 
nies refuse to keep advertising and 
sales policies in line with the prod- 
uct’s cycle. This cycle, he _ ex- 


plained, is the changing appeal nec- 


Dealer Brought — 
into Broadcast 


of Ball Games 


Oklahoma City, June 2.—To stim. 
ulate dealer interest in the baseball 
broadcasts sponsored by General 
Mills and Procter & Gamble Com. 
pany, Station KTOK has developed 
a plan whereby every player hitting 
a home run and every pitcher get- 
ting a shutout will be presented 
with a case of Ivory soap. The plan 
may be extended to include a sup 
ply of Wheaties. 

The first grocer who telephones 
the radio station after a ball has 
been hit over the wall or a skutout 
registered will be entitled to sell 
the soap which will be given to the 
player. 

Heretofore, a case of Wheaties 
has been presented to every player 
hitting a circuit drive. The 
Wheaties were donated by the com- 
pany without dealer participation. 
The two companies sponsor the 
broadcasts on alternate nights. 


essary to perform an effective selling 
job for the product. He claimed that 
production efficiency and manage 
ment’s attitude toward improving 
this phase of operation is usually 
much more up to date than that to- 
ward a shift in advertising. Both 
small and large companies, he said, 
are guilty on this count, particularly 
in those who sell to the rural mar 
kets. 


New Allen-A Agency 


The Allen-A Company, Bennington, 
Vt., has appointed Badger & Brown- 
ing, Boston, to handle its account, 
effective at once. Joseph L. Badger 
and Langley C. Keyes, Boston, and 
Robert W. Hershey, New York, are 
account executives. 
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CINCI 


Branch Plants or Offices 


a ~~ Electrot & 
tereot 0., 
228 E. 45th ere New York 


Northern Electrotype Company 
41 Burroughs Avenue, Detroit 


Hoffschneider Bros. 
500 Howard St., San Francisco 


Philadelphia Mat & Plate Co. 
243 N. juniper St., Philadelphia 


Chicago, 400 North Michigan 
Ave. (Wrigley Bldg.) 


Atlanta, Rhodes Haverty Bldg-, 
134 Peachtree Street 


MAKERS 


WORLD’S LARGEST 
PLATES 


OF ADVERTISING 


> SRG 


inna iii... ..contuieandadiaianemal 


J 


¢ " Pes * a 
ere; Ni tar phe ; tigen 4 he ae ee te mae Cae ba £ et ae Tot ih ee ee Fe 
: 4 % » ten He i iy ayia ¥: 2 z ie Pale ons : bee g aa x 
i ie t ° 
; | a —— : 
Ps ‘ dh | 
ed see : < i ee a =e ag a ee . 
See ee .' " oes seca ees ‘ / | #& na Ss a. 
eee roa : : a oe * F e., o % 
“ eo 2 x 4 ee F \ 5 \ft a 7; as > 
. ; ; f . ie : 2 eS Ce 
’ . . : " y \ a ra Nias Se Poy a 
 - - Tt — My aes f + ae Se ae ‘ 
a _ | Pi 2 iY aS ORS a . 
ee —- Sic Ps a “ od ah xe i # Cine. } : 
Fie a « , 3 : .s ian Wee \ 3 “4 } 
} eee s . as staat is oP i 
r a i = » a } 
; i . ime ae a “= —— + aa 
AS epee Mo tae Hi eae 
4 E = ie : ee “Wiel eee : 
i ead hi tois a 
a “J 7 : oe . : : , Ms f. : 
nome ae , »@ ss — Ma f 
- ja as é 
Re gtr he sk Be oy aa ts 
ee 
Pye rg ee anemia _ —— 
af tas Se — ® 
2 eae cee ” ; Q 
oe eee ee ae ‘ 
Ria PRUE 
Met Se ty 
ee ee hs ae 
es gies s 
haut RS, pee ae ‘q 
ee 
ge eS 
A. Se ee 
aaa 
Ree ae ; 
SCE er | ; 
A), a 4 
icin ko Maz ; 
i anes oo lllllllllloeoeEESEoSEuSeSSqeQ@Q_Q=z c5qQ@@®=®Q@0 66.00 
Pe ee ee ee ee ee ae ee es 
eS a 
See nineties 
ey ao 
Moco nis: een )es=") 
Ss ee = 
sililiiis a : rzN , 
| = ee ~~) b US 
— alaltie pce , nN <2 0 Pe) 
== IONE ~~ ~ 
MMM we A ~ = — 
ee = . - ; 
(ma  {(———€/. a) I — / : 
- * <a - ul 
pint cae ee 7 he 4 ee | 2, g y + i | | 4 
ee ae meee n | ae PEN iq ¥ 
nee = | ay Zs leg a 
5 a Se teen x a ie “ 1 4A i alienate ay '’ 
ee ee = Cert! i’ - = 424 om "ase na ‘ 
ae (Ca = Zz , yA SANE 
. ; : 9 ‘- fear A . q TEE ig 4 
; ; ; oad ee 4 Sa ee A 4 4 _ RS re : 
man os eal ee eens ead k& Cs of y aNy 43 Lo SE be Y 4 a 
eae eee ee AS at bent ae & 4 ¥ 
Sper eae ee On oe a 4 
mee wee r, ~ in cr eae rane ed » 
geo es eee ; _— re t BAe sages ‘ 
fo na ee +s. -— bee ted sities dicaalt f ; 
1 Peer he tie v3 seein >.< oe ese z 
ee a 7 : ats . on —_. “4 ng me f } 
ee E58 oes os f -, {oe : “ || 
, ase octal fe ete is a Sa 7 A 
ies Pe Ey  ceeeeeeeneeeeniisniieminrnCs i . tT . 5 ’ ’ ] 
a SS ~ oy i SSS ‘oy: yt, — < 
4 nr ie 3 aX, Pacis ' ' 
ee : ee tos Lm Aah. iy p ; iq a 
. re: BS . ia th a f & 
SRM se cord So se is v) riaaw * 
. Ee, raat , Gg” ‘ BHie 2, hd { ia o/ . 
ay si a WE a “J 4 ae oe ? - | 
e . ( y os cs ee | 
io ee “ - os, gh q & 1S ate am 2 cs 
BB eho + GP) to \—em eS OY wr a ” Ve J 
= ae es ot Pe geet OP gy ee Atala ; L : 
os NS Rare Y Ot ere << » ia eg 73 ‘ i Re Hi . ~ | 
fee aR » - I> ew ae Pa 3 > ae 
Pia in Oa Lg AE er, 4 Pai: 7 ee: | a 
te Ith oe a Li nei 2 : ee 2 - ei iat 
ine S.” Oi} waits ye aay <a = Se 
he jake ame Fe s Ae 
2 ee teed io a ie i 4 BR Se 
oe -4 —_ *% _ smear fe NS Bac, bp Ee 
Vv, «a ‘eo $ J) ki Ll wos Sg 4 
SA <n —_ - op "Son 2 = e >> A, > 
Ts mre aan , — " Mae Ay 
ie = es" =-& 
pasteles mM 
Fen cme ted ; 
en ee | 
Cre. oR ———— 
ee: No 5 
eee eek Nee i une 
penta e si, eee ; 
oe eee yt ae ape 
Oe cae 
Pe 
Le a 
Sass Sores 
ce eee os 
5 ee ae 1G 
e re ey + 7 et: 
ee ee 
coco 
gee Si se | 
ee Se 
ee Ne ea — 
ts V EOF Be. 
li, lhe { ese areas ad | 
. : () —— 
4 * é 7. ——— 
" : AG LHAA | = 
1 FREES 
| ea, 
zk. {oy RES, ‘ ee 
ELECTROTYPE,,CO. 
ee 
" 
x 
| ee 
7 cl Po 
it er Pe 
ae 
ae 
. Ps 
ae 
Pe pia ote ie 
MME wt ee 
ithe so re 5 
1a Saami oe 
PMO 2) ae VOT eo Mats 
Santee hase 
Se Cee aoe i 
Ds eee ae eae 
ee eee 
= Eat - . oh 
tL pie hae ae \ OF fee 
ee ee A 3 De oe Si: Sosa ee oe GAS pe gated Sinaia eater gy US Ce Le ed is Fete Pape Ve BO ah year LAA al seat Ria: ohne RN GMs, MRS RE A io ek. Wack OP Pe Nes 0 Ue) GSP i ge ae 


June 6, 1938 ADVERTISING AGE 


— 


i 


. . —_ " - oe — *y ae ee + I Ses teers Sg ee ee oe es te 
PONE REE ET IRIS ET eR eT a, ue 


No calliope ...no circus crowds... just normal business activity on a sec- 
ondary street in Phoenix, Arizona, on the morning of May 21, 1938. National 
authorities? continue to mark Phoenix as one of the nation’s best markets! It 
has been consecutively “high spotted” since January, 1938, and rang the bell 
again on June Ist. What keeps Phoenix a bright spot on business maps? Ari- 
zona’s spendable income shows the greatest percentage gain among ALL the 
states. And Phoenix’ trading areaf~ accounts for more than 40% of 


Arizona’s retail business! If you want to make sales, advertise where 
sales are being made! 


tAuthorities:—Brooke, Smith & French; Forbes Magazine. 


+Phoenix topped the 12th Federal Reserve District with a gain of 8% in Retail Trade, according to April data just 
released. The entire district showed a gain of 1%. ~ ° 


BLANKETING THE GOLD NUGGET OF WESTERN MARKET S~ 


Kk REPUBLIC 


eee BOB HALL. N ational Adver ti sing M anager oi ae S Representatives — The KATZ AGENCY — New York, Detroit, 
: Representatives—Williams, Lawrence & Cresmer Co., New York, Chicago, Detroit, Los Angeles, San fe et tc ore sath ei aes Chicago, Atlanta, Philadelphia, Kansas City, Dallas 
WALTER BIDDICK CO., Los Angeles, San Francisco, Seattle 
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INDICTMENT OF 
CAR PRODUCERS 
IS PRECEDENT 


South Bend, Ind., June 2.—A fed- 
eral grand jury returned indictments 
against 86 executives of the big three 
in the automotive field and affiliated 
finance companies Friday. Charges 
made in three separate indictments 
were that the companies conspired 
toward “stifling and interfering with 
interstate commerce for promotion 
of monopoly, causing irreparable 
damage to small automobile finance 
companies.” 

It is an open secret in automotive 
circles that the action of the gov- 
ernment was taken at the instance 
of the American Finance Conference, 
made up of small independents, just 
as the government moved against the 
major oil companies as the result of 
charges made by the independents in 
that field. 

The case will be watched with keen 
interest because it is, in many re- 
spects, unlike any other ever opened 
by the government. No charge is 


made that the conspiracy, if any ex- 
isted, was between Ford, Chrysler, 
and General Motors. Such a conspi- 
racy, if made, was strictly of the 
vertical variety. 


Different from Others 


Furthermore, no charge is made 
that the alleged conspiracy was en- 
tered for the purpose of raising or 
maintaining prices. In this case, the 
reverse was the result, since most of 
the manufacturers’ contracts with 
dealers stipulate that the latter may 
not charge time payments in excess 
of the rates made available by the 
manufacturer through recommended 
finance plans. 

The independent finance companies 
have long contended that the auto- 
mobile manufacturers used “coer- 
cion” to secure business for finance 
companies owned or affiliated with 
them. Any dealer who attempted to 
do his own financing, it is charged, 
soon discovered that he was in bad 
repute at the factory. He had diffi- 
culty in securing stocks and usually 
saw the light in short order. 


Chrysler Sold Stock 


Ford Motor Company does its in- 
stalment financing through Universal 
Credit Company. General Motors 
Corporation owns General Motors Ac- 
ceptance Corporation. Chrysler Cor- 
poration formerly owned controlling 


interest in Commercial Credit Com- 
pany, but recently sold most or all 
of this stock to the public. 

One indictment was against Gen- 
eral Motors Corporation, General 
Motors Sales Corporation, General 
Motors Acceptance Corporation, and 
19 individuals, including Alfred P. 
Sloan, Jr., and William S. Knudsen. 

Another indictment named Ford 
Motor Company, Universal Credit 
Corporation and its divisions, and 
Edsel Ford and 12 other individuals. 

A third indictment was against 
Chrysler Corporation, Chrysler Sales 
Corporation, Dodge Brothers Com- 
pany, De Soto Motor Corporation, 
Plymouth Motor Corporation and the 
Commercial Credit Company and its 
branches. This also named Walter P. 
Chrysler and 17 other persons. 


BIG COMPANIES NEEDED, 


SAYS BROOKINGS REPORT 

Washington, D. C., June 1.—Large 
corporations make existence possible 
for small ones, the Brookings Insti- 
tution said Friday night at its an- 
nual dinner. The report was made 
by Dr. E. G. Nourse, director of eco- 
nomic research, as part of a prelim- 
inary study of “Industrial Price Pol- 
icy and Economic Progress” which 
he and Dr. H. B. Drury have just 
completed. 

Dr. Nourse said that large corpo- 


At Home Plate in the Detroit Market 


In a great market as in a ball park, “HOME” is 
the place where important results are determined 
—the place where the “hits” are made, where the 
winning runs are scored, where final buying decisions 


are reached. 


Detroit is a city of HOMES. It contains 397,122 


families and 57% of them live in 


What a market for home furnishings, electrical appli- 
ances, food products, heating units, refrigerators! 
And what an opportunity WWJ offers the radio 
advertiser wishing to sell this vast market of home 
For WWJ is the HOME radio station of 


makers! 


"From a 1936 Ross-Federal Survey. 


Detroit—there can be no doubt about that. 
phone survey of a cross section of one thousand De- 
troit radio listeners made in March, 1938, revealed 
that more than half the people called were listening 


A tele- 


to their radios, and of all those litsening 73.47% were 


single houses.” 


W Wd 


National Representatives 


George P. Hollingbery Company 
New York : Chicago : Detroit : Kansas City 


Son Francisco : Jacksonville 


tuned to WWJ!** 


But that isn’t all. 
Detroit audience this station also offers the adver- 
tiser a potential audience of more than two million 
people outside of Detroit but within the WWJ 
primary coverage area.t 


In addition to WW]’s vast 


**George O. Hacket, independent market analyst. 
tStandard Coverage, Market Data Service. 
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GINGER ALE NOW SOLD IN CANS 


ee | 


After two years of experimentation, Clicquot Club Company, Millis, Mass., has 


started mass production of canned ginger ale. 


A newspaper campaign will 


introduce the new package to New England. 


rations no longer possess power td 
dominate an industry and crush 
small competitors. 

“Rather,” he continued, “the big 
units create profit-making opportuni- 
ties for small companies that fill the 
interstices, whose very existence de- 
pends on the large size of the corpo- 
rations which efficiency requires in 
the top stratum of the industrial 
structure. Competition may be as 
keen or even keener, between large 
concerns than between small. 

“Competition is just as keen and 
much more productive of results 
when we find industrial giants mar- 
shalling their mighty resources, to 
perfect new techniques and new 
schemes of organization through 
whose use more and better goods 
are put within the reach of masses. 


Auto Battle High Mark 


“There has certainly been a meta- 
morphosis of competition: It is by 
no means so clear that there has 
been a net decline. The battle be- 
tween the three giants in the auto- 
mobile field sets the high mark of 
economically useful competition that 
our system has yet presented. But 
the competitive struggle amongst 
the leading chemical companies, the 
great mail order houses, the leading 
food chains, the principal electrical 
concerns, and many others is of the 
same general order.” 


50,000 Have Viewed 


Films on Sardines 


In an effort to educate the trade 
and consumer public as to the care 
involved in catching and canning 
Norwegian sardines, the Advertising 
Fund for the Norwegian Canning In- 
dustry prepared two films last fall 
under the general title of “Norway’s 
Silver Harvest.” The number of 
people estimated to have seen the 
films since January 10 is put at 
50,000, it was announced this week. 

The purpose of the films is to pro- 
vide educational material as to the 
cost and investment in equipment in 
sardine fishing, and the packing 
plants required. The films and a spe- 
cial descriptive booklet are offered 
free. Offices of Norwegian Sardines 
are at 551 Fifth avenue, New York. 


Coal Merchandising 
Course Attracts 110 


The tenth session of the Anthracite 
Industries merchandising school in 
New York attracted an attendance 
of 110 men, representing 47 dealer 
organizations, E. E. Finn, chief lec- 
turer, reported last week. Classes 
meet twice a week for a six-week 
period. 

Basic selling hints, methods of get- 
ting repeat business and techniques 
of dramatizing the advantages of 
anthracite over competing fuels con- 
stitute an important part of the 
course. Special summer courses will 
be given in Primos, Pa., later this 
month and in July and August. 


Joins Clapp & Poliak 


R. S. Carter, formerly with Whit- 
man & Barnes, a division of United 
Drill & Tool Corporation, New York, 
has joined Clapp & Poliak, Inc., New 


York, exposition managers. 


Three-Cornered 
Agency Merger 
Is Completed 


New York, June 2.—Confirming the 
report published in the last issue of 
ADVERTISING AGE, Sturges Dorrance, 
president, Brooke, Smith, French & 
Dorrance, Inc., today announced 
merger of that agency with Loomis 
& Hall, Inc., Miami. The consolida- 
tion includes Brooke, Smith & 
French, Inc., Detroit. 

Mr. Dorrance commented that the 
merger “places Loomis & Hall ina 
strong position to compete for the 
$1,000,000 Florida Citrus Commission 
account,” solicitations for which are 
being received in Lakeland this 
week. The combined agencies will 
also reach out for new accounts in 
Central and South America, he 
added. 


Loomis Goes North 


Horace E. Loomis, president, and 
C. Stuart Hall, vice-president and 
treasurer of the Miami agency, will 
retain their titles in that organiza- 
tion, but will make their headquar- 
ters in the North. Mr. Hall has also 
acted as space buyer. The working 
organization of Loomis & Hall will 
be strengthened by the addition of 
executives from Brooke, Smith & 
French. 

Loomis & Hall, Inc., was formed 
in 1927 as Loomis, Bevis & Hall, the 
name being changed to its present 
style in 1931. Willard S. French, 
president of Brooke, Smith & French, 
launched negotiations for the merger 
in a visit to Miami late in May, ac 
companied by Guy C. Smith, execu: 
tive vice-president. 


Connolly Resigns 

Thomas D. Connolly has resigned 
as advertising manager of Abraham 
& Straus, Inc., Brooklyn department 
store. Before taking this post he was 
associated with John Wanamaker, 
New York, as advertising manager, 
publicity director and sales manager. 


Faith Willcox Promoted 

Faith Willcox has been named ad- 
vertising manager of B. Altman & 
Co., New York, succeeding Doris 
Stephenson, who has joined Cecil, 
Warwick & Legler. Miss Willcox was 
formerly in charge of home furnish- 
ings advertising. 


$< 


@ RESULTS? 


Advertising-Sales Promotion Manager 
now doing outstanding work ( 


pered by unsatisfactory set-UP, = 
sires a connection with a nat. —. 
facturer or organization where ity 
genial associates and the opportun 
to plan and carry through on eee 
nant sales ideas and merchandils ; 
programs would be assured. A id 
ambitious, resourceful—at the se 
time capable of much detail in a 
harmony. Wide merchandising a 
advertising experience and a_ fre “ 
ness of viewpoint may readily 
checked from notices and ere 9 
Age 36, married, Eng.-Irish descé 
salary $5,000 to $6,000. 
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) TOMATO JUICE has become 
pretty much a staple item of food in all 
kinds and conditions of homes. Yet, like 
other advertised products, it has a way 
of getting into the better homes more 
quickly and more often. The advertiser 
who plans with this basic idea in mind 
has found the way to make his volume 
business pay maximum profits. 

We don’t make this statement out of a 
clear sky. Our market research depart- 
ment has just plotted the sales of tomato 
juice and tomato juice cocktail in New 
York City. The result shows a number 
of interesting facts: 

- Above - average - income families 

form a market that consumes more 
fomato juice and cocktail than the almost 


three times as many below-average-in- 
come families; 
L.. typical store serving above- 
average-income families sells four 
times as many cans and bottles of tomato 
juice and cocktail as does the typical 
below-average neighborhood store; 
. fe of the city’s retail grocery 
stores, serving above-average-in- 
come and average-income families, sell 
75% of all tomato juice and cocktail con- 
sumed in this market — while the remain- 
ing 54% of the stores, serving below- 
average-income families, sell only 25%. 
What this study shows-and what 
studies of many other products show — 
is that advertised goods, regardless of 
price, sell fastest where family buying 


power ishigh. There are enough above- 
average-income families in New York 
City to form a major volume market — 
the one most easily and profitably sold. 

To reach New York's most profitable 
volume market, you will naturally turn 
to The New York Times. The Times has 
a greater circulation among above-aver 
age families than any other newspaper — 
and gives your advertising greatest im- 
pact where this impact has the quickest 
and most profitable result. 


* * * 


THESE FACTS HELP YOU SELL - Studies already com- 
pleted by The New York Times market research depart- 
ment cover a variety of products in the grocery and 
drug fields: Methods and procedures used are checked 
and approved by Dr. George Gallup, noted research 
authority. Complete information will gladly be sent to 
interested executives upon request specifying products 
or types of products. Write: Market Research Depart 
ment, The New York Times, Times Square, New York, N. Y. 


Che New Pork Gimes 


‘*‘ALL THE NEWS THAT’S FIT TO PRINT’’ 
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STATE ALLEGES 
SIMULATION OF 
ITS WATER COPY 


Saratoga Springs, N. Y., June 2.— 
The State of New York has filed 
suit in the Supreme Court at Balls- 
ton Spa asking an injunction to re- 
strain Saratoga Qua High Rock 
Mineral Springs, Inc., from continu- 
ing its advertising of “High Rock” 
water on posters or using labels and 
bottles simulating those employed 
by the Saratoga Springs Authority. 
Both parties to the suit are consist- 
ent advertisers. 

The complaint charges that the 
“great bulk of the defendant’s busi- 
ness is the production of an arti- 
ficial water, made by adding to ordi- 
nary water gas and certain chemi- 
cals, or by using a small portion 
of natural mineral water and adding 
thereto gas and plain water or a 
citric acid as a preservative; that 
the water so produced is not a nat- 
ural mineral water nor is-it of the 
general type nor has it the medi- 
cinal effect of the waters owned or 


marketed by the State of New 
York.” 

The complaint adds: “The de- 
fendant, by use of ‘High Rock,’ by 
use of posters advertising a natural 
mineral water and purporting to 
show its chemical analysis, by bot- 
tles stamped with the mark of the 
State, and the use of labels similar 
in design and coloring to the labels 
upon bottles used by the State, at- 
tempted to give the general public 
the impression the water sold by it 
is of the same general character as 
the waters sold by the State of New 
York.” 

The court is asked to “restrain 
the defendant and its successor 
from using ‘High Rock’ or using 
any bottles bearing the mark of the 
State of New York; or any other 
device tending to create in the 
mind of the public the impression 
said water is bottled and prepared 
by the State of New York.” 


Milprint Plans Exhibit 

Milprint, Inc., Milwaukee, has ar- 
ranged an exhibit of point-of-sale ad- 
vertising material and packaging 
units for private showings at 43 E. 
Ohio street, Chicago. 


Joins Station WJEJ 
Edythe Ferne Melrose, formerly 
with Station WJAY, Cleveland, has 

joined WJEJ, Hagerstown, Md. 


Milwaukee Women 
Elect Miss Weiser 


Helen Weiser, sales director, 
Safety Envelope Company, was 
elected president of the Women’s Ad- 
vertising Club of Milwaukee at the 
annual meeting last week. Nan 
Loughran, Old Line Life Insurance 
Company of America, is vice-presi- 
dent; Ursula Wehde, American Lace 
Paper Company, recording secre- 
tary; Ruth Quinn, Blatz Brewing 
Company, corresponding secretary; 
Maxine Plate, Ambrosia Chocolate 
Company, treasurer. 

Directors are Gretchen Schoen- 
leber and Mrs. Marie Bernhardt. 
Alice Kiesslich, American Lace Pa- 
per Company, was elected delegate- 
at-large to the AFA _ convention, 
while Adele Holz, Helen Weiser and 
Ursula Wehde will attend as official 
representatives. 


Philadelphia Women 
Re-elect Old Staff 


The staff headed by Elsie E. 
Weaver, Thomas M. Royal Company, 
was re-elected at the annual meet- 
ing of the Philadelphia Club of Ad- 
vertising Women. The election fea- 
tured a joint meeting with the Poor 
Richard Club. 

Margaret E. Ocker, Philadelphia 
Advertising Reporter, is vice-presi- 


dent; Elizabeth V. Wilson, treas- 
urer; Kay C. Cavender, recording 
secretary, and Catherine C. Lacey, 


corresponding secretary. 


—These Rochester 
merchants which sta- 
tion they use to move 
their own merchan- 
dise. 


—Any family group in 


the Rochester  terri- 
tory which station they 
tune to most of the 
time. 


FIRST 
ANY WAY 


BASIC CBS 


YOU CHECK - - 


%& We know the answers, of course, because we've 
spent hard cash a plenty to build and maintain 


WHEC preference. 


Furthermore, 


we've used 


every known type of test and survey to prove 
unquestionably that this preference exists! 


Representatives: Paul H. Raymer Co.; New York, Chicago, Detroit, San Francisco 


ey, 


LOT OF GIFTS FOR TENTH ANNIVERSARY 


ee 
a 


C. Harold Marston (left) and Norman W. Geare were showered with gifts at a 
staff dinner marking the tenth birthday of Geare-Marston, Inc., Philadelphia 
agency. 


NEVILLE MILLER, 
OF LOUISVILLE, 
NAB PRESIDENT 


Washington, D. C., June 2.—Ne- 
ville Miller, assistant to the presi- 
dent, Princeton University, will be 
elected president of the National 
Association of Broadcasters Mon- 
day night, according to present in- 
dications. Directors will hold their 
first meeting since April 30 to con- 
firm Mr. Miller’s selection. 

He is an old friend of Mark Eth- 
ridge, general manager, Louisville 
Courier-Journal and Times, who has 
been acting as president until a per- 
manent man could be picked. Mr. 
Miller was also mayor of Louisville 
during the flood. While his work 
during this critical period com- 
manded national admiration, he is 
also eminently qualified for the 
NAB presidency in another respect 
—he knows nothing about radio. 


Anxious to Leave 


The president’s salary will be 
$20,000 or $25,000 a year. Mr. Eth- 
ridge could have had the post for 
the asking, but he is anxious to re- 
sume his duties with the Louisville 
newspapers and as executive head 
of Station WHAS. 

The difficulty of the radio situa- 
tion was emphasized today when 
Commissioner Payne, of the Federal 
Communications Commission, testify- 
ing before the House rules commit- 
tee, not only renewed charges of 
monopoly, but indicated that the 


Commission is torn by dissension.:- 


Gillespie President 


off Cincinnati Club 


Hobart G. Gillespie, sales promo- 
tion manager, P. H. Davis Tailoring 
Company, was elected president of 
the Advertisers Club of Cincinnati 
last week. 

Harry Blaney, Central Engraving 
Company, was elected vce-presdent; 
Albert G. Apkng, E. & J. Swigart 


Company, secretary; Clfford Fox, 
Fox-Teague Sign Company, treas- 
urer, and Joseph Tomlins, retired 


newspaper space salesman, sergeant- 
at-arms. 


New Export Group Name 


Export Advertising Association is 
the new name of the organization 
created recently by a group of export 
marketing executives as the Interna- 
tional Advertising Association. Head- 


quarters are at 20 Vesey street, New 
York. 


Westinghouse 
Opens Market 
for Sterilamp 


; Nutley, N. J., June 2.—Westing- 
house Electric & Mfg. Company, 
East Pittsburgh, has set the stage 
for development of a huge bar, drug 
store and restaurant market for its 
new ultra-violet tube, the Sterilamp, 
by proving existence of millions of 
predatory germs on glasses in use 
in local establishments. 

Two 30-inch Sterilamps, shaped 
like Neon tubes, were found to re 
duce bacterial count from 92.8 per 
cent to sterile after a few seconds 
exposure. 


Health Officer Makes Survey 


The survey was made by Richard 
V. Fellers, health officer of this 
town. He took a series of swab 
cultures from the drinking glasses 
ready for use by customers. Three 
glasses, taken at random, were 
used, each test consisting of a sepa 
rate swab from the outside rim and 
edge, inside rim and inside bottom 
area of each glass. 

Wet glasses showed more orgal- 
isms than dry ones. The highest 
counts were found on tavern glasses 
which were used wet. Sixteen dif 
ferent types of organisms were 
found, including six of a pathogenic 
nature. 


Beas» Be 
THE DAILY OKLAHOMAT 
OKLAHOMA CITY TIM 
Oklahoma City 


Representative The Katz Aqgéncy 
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aes f AMERICA WILL DRIVE HUNDREDS OF BILLIONS OF MILES THIS YEAR 


_ ‘were 
a sepa 
‘im and 
bottom 


se | The men and women of America are out and on the move during every 
een dif: 


3 were 
hogenic 


month of the year. Motoring knows no season—and human wants, human 


~ 


needs, know no season either! That's why Outdoor Advertising is the 
kind of advertising that gets seen—gets read—gets results. That's why it 


will pay you to schedule Outdoor Advertising for all seasons of the year. 


*Official Gasoline Consumption, 1937 
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INCORPORATED 


60 EAST 42ND ST..NEW YORK — 
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ADVERTISING AGE 


June 6, 193g june ©. 


Plan Newspaper Drive 


a 


to Revive Construction 


New York, June 2.—To convince 
the public that home construction in 
1938 represents 25 to 40 per cent 
greater value than the house of 
decade ago, The Producers’ Council, 
New York, and 
and Building Age, Chicago, will 
sponsor a cooperative national news- 
paper campaign. 

A series of seven full page news- 
paper advertisements, prepared by 
J. Walter Thompson Company, New 
York, will be made available to local 
dealers in the immediate future in 
mat form. Local organizations are 
expected to finance the campaign, 
with newspapers helping to generate 
enthusiasm for the project. 

The Producers’ Council, of which 
Marshall Adams, 122 E. 42nd street, 
New York, is managing director, be- 
lieves that the campaign will run in 
1,000 cities, and this prospect ap- 
pears to be red&sonable. Members 
of the Council have no less than 50,- 
000 dealers, and the Council boasts 
affiliated clubs in 22 cities. These 
organizations will call meetings of 
interested members of the building 


‘ 


. £<e& 
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America’s leading manufacturers of 


salesmen’s loose-leaf equipment. 


Branch Offices: Chicago — Cleveland — Denver — Detroit 
— Indianapolis — Los Angeles — Minneapolis — New York 
— Philadelphia — Pittsburgh — Rochester — Seattle — St. Lou/s 


a | 


American Builder | 


AN 


BINDERS 


{industry to work out plans for fin- 
ancing the campaign and following it 
/up properly. 

The June issue of American Builder 
| will say: 

“Thus American Builder carries to 
| its logical conclusion the ‘Truth 
About Home Building Costs’ Cam- 
|paign begun with its leading editor- 
lial in July 1937. This culminated 
in an entire issue in October de- 
voted to the subject—an issue which 
has been used as a handbook by 
| building industry men and organiza- 
{tions and by speakers, writers, edi- 
| tors everywhere in the United States. 
| “As a result of this presentation 
!of the real truth about home build- 
ing costs and home values, the build- 
ing industry is, for the first time, or- 
ganizing in a united front to combat 
public feeling that building costs are 
too high, with a definite, forceful 
advertising and educational drive to 
show that the home of today is the 
most outstanding value ever offered 
in American history. 

“Now, every town and community 
can have the benefits of the services 


| 
| 


of one of the nation’s largest adver- 
tising agencies, which has prepared 
this series of newspaper advertise- 
ments. Because ‘one-time’ advertis- 
ing is not effective, the objective of 
this plan is the publication of the 
entire series of dominant, forceful 
full-page advertisements once a week 
for at least seven weeks. It is felt 


|that the only way to change public 


| psychology is by the use of powerful, 


full-page advertising such as this to 
establish a ‘bargain value’ conscious- 
ness in the minds of buyers. Just 
as mail order and department stores 
create a feeling of ‘getting a bargain,’ 
so must the building industry show 
the public it gets more house for 
the dollar than ever before. This is 
more than an advertising program— 
it is a vigorous attempt to change 
completely public psychology towards 
home buying. 


Need New Psychology 


“American Builder believes and its 
belief is supported by the best sales 
promotion minds in the country— 
that what the building industry 
needs today is a complete change in 
the psychology of the public as re- 
gards home values. Through united 
local effort building men must first 
refute unfair high-cost propaganda 
and then aggressively set out to pre- 
sent the high value of the product 
they sell. Belief in home ownership 


You get 


sturdy, productive 
sales growth 


and reap a harvest of profits 


with Heinn 


Binders 


Today just as successful farmers rely on modern 
machinery to plant, cultivate, and grow better 
crops from selected seed—leading businesses rely 
on Heinn loose-leaf binders for effective oper- 
ation and increased profits through more sales. 


With your selling equipment — catalogs, price 
lists, sales manuals — designed to meet your 
field operating needs, you speed up sales and 
cover more territory with less effort. 


Plant growth is a continuous process — it does 
not stop from sunset to sun-up. Nor does your 
Heinn Binder cease to function between calls. 
It is on the job twenty-four hours every day, with 
contents up to date, all the time, a complete, 
current source of information relied upon by 
the seasoned buyer. 


Built by craftsmen, Heinn binders insure longer 
life for your catalog cover and its valuable 
contents — eliminating the yearly catalog head- 
ache. Their handsome appearance adds to the 
prestige of your house. 


There is a Heinn binder to fill your most exact- 
ing requirements. Send us a copy of your catalog, 
with information as to quantities required. We 
will be pleased to offer suggestions and recom- 
mendations. There is no obligation. Do it today. 


The Heinn Company, Dept. 618, 326W. Florida St. 
Milwaukee, Wisconsin 


| falo, B. Cobb, Johns-Manville: 


SIXTEEN POINTS 


WHO SAID TODAY’S HOUSE 
ISN’T A BARGAIN? LOOK! 


OF SUPERIORITY 


THE HOUSE YOU BUILD OR BUY IN 1938—WiITH 25% TO 
40% MORE REAL VALUE-actually costs much less than the 1926 house 


OU get from 29% to 40% more home for 


Today there are many new. lower priced. more 
your money tadey And that se conservative cheaply appled 
imate 


units for 
only © part of the whole bargain value Today you 
Get plus value at every step. and here's why 
oday s home w the most out 
value in America 

Consider the manulacturer's contributions. 


important as these savings are, they are <xeresve 


Vow Mewes he terme Bee me eee Fete! 
Moaeg Adnan ete competion | qui) mere, 


Yow hewne WA be sater. Five cematant somietion and 
eg ere Mem nae 


- eee 
Fer turther intormation on the 1918 Pome thet cam be YOURS, get in 
teweh with amy of the foftewing whe pomered this advertioment 


and in its worthwhileness can thus 
be restored. This is a job no single 
group or individual can do: it ealls 
for the united support of all local 
building industry men.” 

The new campaign is based on a 
successful test engineered by the 
Washington Post, which enlisted the 
support of a large group of those in- 
terested in the building field, an over- 
whelming majority, however, being 
builders. Every Sunday a full-page 
advertisement cooperatively spon- 
sored appeared, emphasizing the high 
value of today’s homes. 

The seven full pages to be dis- 
tributed to interested organizations 
will be highly factual, while embrac- 
ing some emotional appeal. Sixteen 
points of superiority of the 1938 
home over that of ten years ago will 
be developed in blue print style. The 
heading of the initial advertisement 
will assert, “A 1938 home offers 
greater value than at any time in his- 
tory—and actually costs less than the 
1926 house.”” This theme will be ex- 
tended in subsequent  advertise- 
ments, the entire campaign having 
been designed to convince the public 
that no more propitious time to build 
will be found. 


Points of Superiority 


The 16 points are listed as follows: 
1, As much as 85 per cent cheaper 
to finance—one long-term mortgage; 
2, small monthly payments—low in- 
terest rates—full ownership in 20 
years; 3, better design — charm, 
beauty, compactness; 4, better con- 
struction and better materials— 
longer lasting—lower cost (Al lum- 
ber); 5, lower maintenance and up- 
keep costs; 6, extra bathroom and 
downstairs lavatory; 7, added living 
quarters — basement and attic; 8, 
more efficient kitchen — mechanical 
equipment, convenient arrangement, 
built-in cabinets; 

9, Air conditioning—clean, humidi- 
fied, circulated air; 10, more modern 
plumbing throughout house; 11, more 
electrical equipment — time, labor, 
money-saving—better lighting, too; 
12, automatic heat with concealed 
radiation; 13, weather-tight win- 
dows and doors—save fuel—reduce 
drafts; 14, copper and brass plumb- 
ing—non-corroding pipes, long-wear- 
ing gutters and down spouts; 15, 
insulation against heat and cold— 
greater comfort and health—lower 
fuel bills; 16, fire-resistant—perma- 
nent roof and side walls will never 
wear out. 

The following are presidents of 
clubs affiliated with The Producers’ 
Council: 

Atlanta, R. S. Hammond, Johns- 
Manville; Baltimore, Charles L. Lea, 
Chamberlin Metal Weather’ Strip 
Company; Birmingham, Frank 
Hollis, Crane Company; Boston, E. J. 
Cunningham, Johns- Manville; Buf- 
Chi- 


cago, J. W. Moorhead, Aluminum 
Company of America; Cincinnati, 
H. K. Ireland, Armstrong Cork Prod- 
ucts Company; Cleveland, Walter L. 
Hunt, Otis Elevator Company; Co- 
lumbus, R. A. Diedrich, Crane Com- 
pany; 


Other Local Leaders 


Dallas, J. L. Zeeryp, Otis Elevator 
Company; Denver, F. E. Sullaway, 
Jr., Armstrong Cork Products Com- 
pany; Des Moines, Harold F. Smith, 
Armstrong Cork Products Company; 
Detroit, Frank P. O’Neil, Kohler 
Company; Houston, E. M. Wise, Gen- 
eral Electric Company; Indianapolis, 
P. G. King, Pittsburgh Plate Glass 
Company; 

Kansas City, F. E. Dugan, Pitts- 
burgh Plate Glass Company; Louis- 
ville, R. H. Craig, Armstrong Cork 


Products Company; Los Angeles, 
J. F. Gehring, Libbey-Owens-Ford 
Glass Company; Milwaukee, G. E. 


Ryan, Kohler Company; Minneapolis, 
Elmer A. Ely, Johns-Manville; New 
Orleans, John M. Taylor, Johns- 
Manville; New York, W. L. Kep- 
linger, Jr., Johns-Manville; 


McNeill for Philadelphia 


Philadelphia, Howard MeNeill, 
Johns-Manville; Pittsburgh, H. F. 
Johnson, Aluminum Company of 


America; Portland, B. H. Arbing, 
Otis Elevator Company; San Fran- 
cisco, William Wooldridge, Columbia 
Steel Company; St. Louis, R. P. Ben- 
jamin, National Lead Company; 
Seattle, Harold J. Baum, Crane Com- 
pany; Washington, D. C., C. W. 
Seeley, American Brass Company. 


Take the 
bee-line 


oe / < 
to /America’s No. 1 
_ Farm Market 
—and twice the paid cir- 
culation of any other 
See or 
Aduertising in 

THE MIDWEST 
FARM PAPERS 
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Vac-Cup-Bac 
What A Wisi gieeeeeee That Way! 
Striking ee ae : 
Poster! 


VAC-CUP-BA 


POSTER PAPER sale 


SERVICE GUARANTEE 
ANSWERS BOTH POSTING QUESTIONS The diamond-shaped Vacuum 
Cup, a new and exclusive prin- 
ciple in poster paper, gives 
VAC- CUP-BAC greater stick- 
In many forms of endeavor, it has sometimes been necessary to cen ae ce life 


sacrifice beauty for utility, or vice versa. But Vac-Cup-Bac Poster : of the poster. 
Paper presents the opportunity to give the utmost in attractiveness 
and appearance to each and every poster and, at the same time, 


back this up with utilitarian service that cannot be overlooked. 


Vac-Cup-Bac Poster Paper enhances the beauty of the poster - - 
giving every tone shading and every effect the artist and 
advertiser intended. And, because of the little vacuum-cups on 
the back of each sheet, the poster goes on the panels smoothly 

and grips until it has completed the job expected of it. 


“508 ‘Mertel Street, hal: Francine. i cats.’ 
Public Ledger Building, Philadelphia, Pa. 
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5 Cents a Copy, $! a Year 


Magazines to 


Not enough emphasis has been 
given to the important steps taken 
by a group of eleven magazine pub- 
lishing houses to establish effective 
methods of copy control. The drive 
for self-regulation has been going on 
for some time, and so the formation 
of this committee marks a real mile- 
stone in the campaign to screen out 
objectionable advertising at the 
The publishers who have 
joined in this movement are to be 
commended by the entire advertis- 
ing field for having undertaken this 
program. They deserve the cooper- 
ation and support of advertisers and 
advertising agencies in this impor- 
tant activity. 

Reports from the committee have 
indicated that both manufacturers 
and agencies have realized the de- 
sirability of working with the copy 
control group, and have been glad 
to cooperate in the amendment of 
which has been too competi- 
tive or otherwise objectionable. 
With federat control now in effect 
through the enactment of the 
Wheeler-Lea_ bill, and with ex- 
panded powers of the Federal Trade 
Commission ready to be applied to 
advertising, buyers have realized 
that the work of the publishers is a 
definite advantage to them, and that 
it should be supported in a whole- 
hearted way. 

Advertisers appreciate the _ fact 
that when a legitimate criticism can 
be directed against any particular 
piece of copy by a disinterested and 
non-partisan group, it is an advan- 


source. 


copy 


Control Copy 


tage to them to be able to make the 
change before the copy is published 
and before it can be attacked by a 
government official. It saves a lot 
of headaches to make the changes 
before rather than after the adver- 
tiser is haled before an official body 
in Washington and required to pro- 
duce evidence to support his claims. 

With industry groups working to 
make self-regulation effective, and 
with magazines, radio and outdoor 
all functioning in the same direc- 
tion, we can measure the substan- 
tial progress which has been made 
in the past few years since this be- 
came a major objective of all ad- 
vertising interests. There are still 
some groups of advertisers and 
some divisions of media which have 
done nothing to further the cause 
of regulation of advertising from 
within, but it is not too much to 
hope that they will see that their 
own self-interest lies in the estab- 
lishment of controls which will aid 
both advertisers and publishers by 
eliminating all features of copy to 
which legitimate objection can be 
taken, either by consumers or com- 
petitors. 

In the meantime Apverrisinc AGE, 
which for years has urged self-regu- 
lation as the only reasonable alter- 
native to government regulation, 
congratulates the magazine publish- 
ers who have set up their copy con- 
trol committee, and predicts that 
their work will be recognized as a 
substantial contribution to the good 
of all advertising interests. 


The Five-Cent Newspaper 


It used to be that a daily newspa- 
per selling for five cents was a rar- 
ity. For years only a few papers 
like the New Orleans Times-Pic- 
ayune and the Cincinnati Enquirer 
had a_ single copy price of this 
amount. But times are changing, 
and the five-cent newspaper is to be 
met with in all parts of the coun- 
try. And in many cities where five 
cents has not been made the estab- 
lished figure, increases have been 
made which are intended to offset in 
part at least the terrific increases 
which newspapers have had to ab- 
sorb in production costs,, including 
newsprint, wages and taxes. 

The daily newspaper is well-nigh 
indispensable in the American home, 
and while increases in single copy 
and subscription rates may result in 
some circulation decreases, it is 
doubtful if they will affect the abil- 


ity of good newspapers to offer ad- 
vertisers effective market coverage. 

At last week’s convention of the 
Southern Newspaper Publishers’ As- 
sociation, it was made abundantly 
clear that the policy of members of 
this organization favors increases 
in circulation rates rather than fol- 
lowing what used to be considered 
the line of least resistance—advanc- 
ing the rates to advertisers. This 
policy is sound, especially under 
present conditions, and advertisers, 
recognizing the reasons behind cir- 
culation rate changes, should be pre- 
pared to note and discount tempo- 
rary distortions in circulation fig- 
ures which have resulted from ef- 
forts of publishers to spread _ in- 
creased production costs equitably 
over their primary sources of rev- 
enue, instead of attempting to load 
the burden on their advertisers. 


"Things haven't been going so very well for the Van Dewsters lately!" 


Ad-libbing 


Youth Movement 

An important revival of the junior 
advertising club movement seems 
under way in several of the bigger 
cities and we understand that the 
newly organized Junior Adcraft Club 
of Detroit is already seeking to weld 
itself, the equally newly-organized 
Young Men’s Ad Club of Chicago, 
and a similar group in New York, 
into some sort of federation, so that 
ideas can be exchanged. 

Most of the young men’s advertis- 
ing clubs limit membership to those 
under 30, and they represent a forum 
where the younger men, who have 
not yet arrived and who are not yet 
convinced that they know all about 
advertising, can gather and exchange 
experiences, ideas and inspiration. 

This “youth movement” in the ad- 
vertising field deserves the full sup- 
port and cooperation of older adver- 
tising men. It can do much to help 
youngsters develop into competent 
technicians, and membership in the 
various local groups should be en- 
couraged. 


For the Servants 


Here’s enterprise for you. Atlanta’s 
“finest eating place for colored peo- 
ple” urges “the folks” of Atlanta to 


To the Folks of Atlanta! 


Tell Your 
cooK, 
MAID, BUTLER 
or 
YARDMAN 
When 
They Eat Away 
From Your 
House 


Ther ts Our Elect 


Electric Sige 
ASHBY AT HUNTER 
Come to the 


CAT & FIDDLE 


For Good Food and Better Eating Conditions. 
Atlanto's Finest Eoting Ploce for Colored People.” 


tell their servants where to go “when 
they eat away from your house.” 
Which is a pretty indirect way to 
drum up business for a restaurant. 


A Matter of Service 


If we were giving awards for sen- 
sible advertising, we’d toss one of 
our most magnificent bouquets to 
American Oil Company for the all- 
type ad which it ran last week in a 
list of newspapers. That ad said: 

“In all this talk about service, the 
American Oil Company would like to 
emphasize this great truth: 

“It’s what goes with the smile that 
counts. 


“It's a great day for service. And 


you can hardly pick up an advertise- 
ment of an oil company without see- 
ing the word. 

“Service is important. But from 
some of the ads you read you'd think 
it was invented yesterday. 

“Our dealers were wiping wind- 
shields before there were advertising 
campaigns about it. They’ve been 
checking tires, and filling radiators 

. . ‘watering’ batteries ... cleaning 
headlamps for a long time. They 
were smiling at customers before the 
smile became the great new discov- 
ery. They have been doing these 
things all along, but haven’t been 
making much noise about it. 

“We believe you’re entitled to good 
service—and with a smile. But... 
it’s what goes with the smile that 
counts. 

“The service our products give is 
just as important as the service ren- 
dered by our dealers. Amoco-Gas, the 
original special motor fuel, has been 
rendering a service per dollar that 
has never been equalled by any other 
motor fuel or gasoline. Orange 
American Gas has set a new measure 
of service for regular gasolines. 

“Without maximum service from 
the products themselves, all other 
features of service pale into insig- 
nificance.” 


No Truce in Ad War 


That terrific faux pas in English 
advertising, created last Armistice 
Day when a plane towing a banner 
advertising Batchelor’s peas roared 
back and forth over the principal 
squares of Manchester while the two 
minutes of Armistice Day silence 
was being observed, is still causing 
headaches for the sponsor. A week 
or so ago the matter bobbed up again 
when Aerial Advertising Company 
filed a claim for about $900 against 
Batchelor’s Peas, Ltd., for towing 
the banner across the sky, and the 
pea company countered with the as- 
sertion that so much damage had 
been done to its reputation by the 
flying company’s disregard of the 
sacred Armistice Day period that it 
had no desire to have any further 
aerial advertising. 

The Armistice Day incident cre- 
ated a furor throughout England, re- 
sulting in the publication of apolo- 
gies by Batchelor’s Peas in numerous 
newspapers. 


Jottings 

Homogenization has entered the 
milk field, with Borden’s telling 
Oklahoma housewives of its new 
homogenized milk, fortified with sun- 
shine vitamin D—“the greatest scien- 
tific advance in milk since pasteur- 
ization.” The new product is selling 
for one cent above the regular price. . . 


thr 

ADVERTISING AGE, by any national , 
vertiser or advertising agency oy, 
tive writing on his business |» 
head. 


No. 1361. Iowa Rural Radio Listy, 
Survey. 

Station WHO has issued this gy 
of radio listening habits, limites, 
set owners living on farms ¢ 
towns of less than 2,500 populatip 
The survey, based on personal ini 
views, provides a cross section 
families scattered geographicgy 
over the entire state, represent 
various income groups. 


No. 1362. Western Canada as q My 
ket for Automotive Lines y 
Supplies. 

This bulletin, issued by The ( 
try Guide and Nor’-West Farmer » 
ports a survey of 2,011 Count 
Guide homes, indicating auto, tr 
and tractor ownership, replaceng 
possibilities and brand preferens 
of automotive lines and supplix 
Furthermore, the study shows wy 
media have most influence on We 
ern Canada’s farmers, and indica 
a strong preference for advertis 
lines. 


No. 1363. Southern Markets. 
W. R.C. Smith Publishing Compa 
has issued this bulletin of cura 
business in the Southern territory, 
an aid in appraising the activitis 
and developments in this mari 
and directing sales and advertisiy 
efforts accordingly. Included # 
data on the coverage of the marly 
by this publisher’s five business w 
pers. 


No. 1352. ... to Shrink Space Sti 
Further. 

In this new brochure, Colunmbi 
Broadcasting System gives detail 
concerning 14 new stations and i) 
major station improvements sili) 
August, 1937. Stations of the Cauy 
dian Broadcasting System are 4%) 
cluded, with information on their wh” 
by CBS advertisers. 


No. 1354. Los Angeles, Key to i" 
Southern California Market. 

This study, issued by Los Angel 
Herald and Express, tells the marie 
story of this area, with analyses" 
population, sales and their distri 
tion, industry and commerce 4 
other factors. Several pages ili 
trate the scope of the paper's mé 
chandising and home economics “ 
operation and dealer contacts. 


No. 1327. Trends in Chicago Dept 
ment Store Advertising 1932-1! 
This brochure, issued by Chic! 
Tribune, offers a tabulation of # 
partment store advertising linage® 
1937 for Chicago dailies, with “ 
parative figures for 1932 and 84 
indicating the trend, by newspal# 
for total and individual stores, 
this period. 


No. 1359. The Newark New Je 
Market. 
This study of the purchas® 


power of the Newark market - 
pared with other key markets of ™ 
country has been issued by the \ 
ark Evening News. Population, 
home ownership and income ‘a 
turns are tabulated, with detailed ® 
formation on the Newark-Es 
County area and coverage of ™ 
paper. 


No. 1348. Your Primary Marker 
23,000,000 Women Who Sew ® 
How to Reach Them. J 

This study, issued by Simp | 

Magazine, covers the home s¢¥' 

market, showing the extent of M 

tern sales, how the sewing machi 

ranks in importance with other - 


appliances, a tabulation of a 


ity’s coverage, and the status * 
average sewing woman reached © 
this publication. 
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Dirty eggs are the farmer’s big 
Spring headache. Hens get their feet 
dirty and soil the shells. “Dirties” 
bring the farmer 12 to 20% less in 
the market. He can’t wash them; that 
harms the shells. Buffing them makes 
the shells look like storage eggs. 


Best news for farmers in a long 
time was reported to Farm Journal 
editors. It was news of a brand-new 
way of cleaning “dirties” with a 2% 
lye solution. It seemed to solve the 


problem. 


But investigation showed the re- 
search incomplete. Editors said the 
article couldn’t run. But a week later 
came the revised authenticated report 
—it took a 1% solution to do the 


job. The article was written, just as 
the issue was going to press, and 
was in readers’ hands 4 days later 
—in plenty of time to save money 
for farmers this Spring. 


Were it not for Farm Journal’s 
short closing date, farmers could not 
possibly have had this last-minute cash 
tip until at least a month later. They 
would not have needed it then. The 
problem of Spring “dirties” would 


have been over for one full year. 


This is just one example of what 
goes on month after month in Farm 
Journal. Every issue comes to farm 
mail boxes fresh and alive, full of time- 
ly news and information — because 


it went to press only 4 days before. 


FARM JOURNAL 


Washington Square, Philadelphia 


The National News Magazine for the Farm Family 
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June 6, j9y 


Voice of the Advertiser 


This department is a reader's forum. 


THIS WIFE IS HAVING FUN 


The Point of View 
* 


The WIFE 


sometimes 


ance Estate— 


The WIDOW 


always praises the 
wisdom of the husband 
whose memory lives 
through Monthly In- 


come Insurance. 


Bright Atmosphere 
for Insurance Copy 


To the Editor: You will be inter- 
ested in the attached advertisement 
which has been appearing in some 
100 Southern papers for our client, 
the Gulf Life Insurance Company. 

The psychology behind this very 
pointed advertisement is the reverse 
of the approach usually practiced by 
insurance companies, but it is meet- 
ing with considerable success. 

Insurance advertising has too long 
depicted the widow over the wash-tub 
or being ejected from the homestead 
and a world of fear has ruled this 
realm of advertising. 

The wife has since the beginning 
of insurance, despite all sense of rea- 
son, been one of the handicaps in 
the sale of adequate coverage of in- 
surance. This, we believe, is the 
first frank declaration of the wife’s 
“point of view.” 

A. P. PHILLIPS, JR., 

A. P. Phillips Company, Orlando, 

Fla. 

; + F 


Not a Race Horse 


To the Editor: Have just finished 


the interesting article, ‘Cigarette 
Money,” the success story of Brown 


& Williamson, which appeared in the 
May 23 issue. 

Just for fun, I’d like to point out 
an error which is not at all impor- 
tant to the thought of this article 
by Mr. G. D. Crain, but which is 
pretty bad to anyone who knows any- 
thing about horses. I quote from the 
article: 

“The design of the Big Ben tin 
features a Kentucky race horse, an- 


other contribution to its successful 
racing atmosphere.” 

The illustration, however, is defi- 
nitely not a race horse. From his 
whole conformation, his stance, 
arched tail, etce., this is only too 
obvious. He is probably what is 


known as a Kentucky saddle horse, 
of the show-ring type. Certainly the 
conformation (particularly the short 
front), the spread stance and the 
arched tail would suggest as much. 
In all fairness to Mr. Crain, whose 
articles I have always considered an 
outstanding feature of your paper, 
it must be kept in mind that the 
reason for this error may lie in 
sources of his information, for which 
he should not be considered responsi- 
ble. 
FREDERICK Bowes, JR., 
Stamford, Conn. 


State Center Speaks 


To the Editor: Noting in Apvrer- 
TISING AGE of May 16 a reproduction 
of the air emblem created for the 
Cleveland National Air Race Cor- 
poration, we thought you might be 
interested in the cachet produced for 
the “biggest little town in Iowa,” 
where the tall corn grows. 


condemns 
the husband for creat- 
ing an adequate insur- ; ; 
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IOWA DID IT 


I@NAL F&F 
AIL WEEK: 


_— 


4 


Bz 
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The drawing for this design was 
made by Frank King, Jr., who also 
designed the cachet which was 
adopted as the official emblem of the 
Chicago World’s Fair of 1893. 

W. J. LISTON, 

Liston’s, Not a Bank But a Store 

to Save Money On, State Center, 

Ta. 


vvegy 

Pathos in Funnies 

To the Editor: The comment in 
“Ad Lib” about the lack of humor in 
newspaper comic strips struck me 
as particularly pat. 

For years I have called them the 
“unfunny funnies.” I hope very 
much that something can be done to 
funny them up, since they have ob- 
viously become (to the majority) an 
essential part of our daily news- 
papers. 

Mrs. Besse Kinney PALMER, 
Director of Publicity, J. C. 
Nichols Investment Company, 
Kansas City. 


Outdoor Advertising 
Men to Make Tour 


To the Editor: I have just been 
made publicity chairman for the 
Outdoor Departmental for the AFA 
Convention in June. We have some- 
thing very new and unusual for any 
delegates at the AFA convention 
who would like to participate. We 
plan an inspection trip in Detroit 
which will show outdoor advertising 
in actual operation and also give dele- 
gates a chance to see many of De- 
troit’s industrial plants and other 
places of interest. The ride will take 
about two hours. 

Buses will be provided at the hotel 
immediately following luncheon on 
Tuesday, June 14. The departure is 
planned for 2:30 p. m. and all dele- 
gates will be returned to their hotel 
in time to participate in the events 
of the evening. Aboard each bus 
will be an expert on outdoor adver- 
tising who will explain its operation 
and usefulness. Special demonstra- 
tions in the mechanics of outdoor ad- 
vertising will also be held at places 
along the route and at Walker & 
Company’s studio and plant. We 


Letters are welcome. 


| must 


of necessity confine this bus 
trip to 150 people. 
T. F. Wotcort, 
Vice-President, Walker & Co., 
Detroit. 


. FT 


Calls Dog Best Friend 


of Advertising Men 

To the Editor: With glass bricks 
blossoming on store fronts and even 
outdoor sign boards flirting with Mr. 
Dali and the surrealists, it gives 
some of the oldtimers a certain satis- 
faction to see such genuine advertis- 
ing grandfathers as Victor Talking 
Machine’s pup, and the Hanley Bull- 
dog still selling their products. 

Out of the deluge of child and 
animal life the agencies have turned 
loose to sell goods to the last genera- 
tion, these two canines have held 
their own against all comers. This 
should prove something. What it 
does prove, is that a good emblem 
will survive all changes of style and 
art. 

Even the Hanley men are a bit 
hazy about when their Bulldog was 


FIGHTING DOG PUTS FIGHT IN COPY 


born. But if the suggestion that he 
was inspired by Yale University’s 
famous “Handsome Dan” is true, he 
is even more ancient than the Victor 
pup. 

He guarded the quality of his 
product over the slogan “Always De- 
pendable” until prohibition put him 
temporarily in the dog-house with 
the rest of the alcoholic emblems. 
Came repeal, and 1932 found him 
scratching at the door of Hanley’s 
agency. He was admitted and re- 
instated with full honors. 


It’s high time some one founda, 
Hall of Fame for immortal aning, 
of advertising to preserve the Hanjp 
Bulldog, the Victor Pup, ang 4 
C. & O. Railroad’s More recy 
“Chessie” cat for posterity. But 
probability remains that all thr 
will be too busy selling their Tespe 
tive products to future generatio, 
to give the above project more th» 
a Cheshire grin or a tail wag, 

W. J. CoLropy, 

Secretary, Benjamin Eshlemap 

Company, Philadelphia. 


FULLER & SMITH & ROSS 


People don’t like 
to think they’ve been sold, 
but they love to buy things 
they want. We prefer to 
write advertisements that 
impel rather than impor- 


tune. 


NEW YORK 


444 Madison Avenue 


CLIENTS 


Aluminum Company 
of America 


The Aluminum Cooking 
Utensil Co. 


Emery Industries, Inc. 


Aluminum Ore Company 
Aluminum Seal Co. 
American Can Company 


American Lumber 
& Treating Co. 


The Austin Company 


Detroit Steel Products Co. 


Firth Carpet Company 
Fostoria Glass Co. 


The Pennzoil Company 
Raysteel Specialties, Inc. 
The Standard Register Co. 
The Strong, Carlisle & 


Hammond Co. 


The Fox Furnace Co. 


Trundle Engineering Co. 


General Stokers, Inc. 


The B. F. Goodrich Co. 
—Brunswick, Diamond, 
Hood and Miller Tires 


University School 


Virginia Hot Springs Co. 
—T he Homestead Hotel 


—Goodrich and Miller 


The Bassick Company 
The Bryant Electric Co. 
The Bryant Heater Co. 


Central National Bank 
of Cleveland 


Chase Brass & Copper Co. 
Cleveland Fruit Juice Co. 


Commonwealth Shoe 
& Leather Co. 


P. & F. Corbin 


Country Life—American 
Home Corp. 


—The American Home 


Drug Sundries 


Hotels Statler Co., Inc. 


The Leisy Brewing Co. 
Lewis & Conger 

Lincoln Bag Company 
Mark Cross Company 
Mutschler Brothers Co. 


The National Screw & 
Mfg. Co. 


New York University 


The Ward Products Corp. 


Westinghouse Electric 
& Manufacturing Co. 


Westinghouse Electric 
International Company 


Kensington Incorporated 
of New Kensington 


Westinghouse Electric 
Supply Co. 


Westinghouse Lamp Div. 
West Penn Power Co. 


The WGAR Broadcasting 
Company 


The Wooster Brush Co. 
The Wooster Rubber Co. 


CLEVELAND 


1501 Euclid Avenue 
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ADVERTISING AGE 
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WHAT BRACER DOES 


Before and after technique in Bauer & 

Black counter piece which ties in with 

the Chicago company’s magazine cam- 
anal 


HOUSE, SENATE 
WAGE MEASURES 
ARE FAR APART 


Washington, D. C., June 2.—The 
House-passed wage-hour bill is so 
unlike the one passed by the Senate 
last summer that a tie-up in con- 
ference on the differences looms as 
an obstacle to final enactment of 
the legislation at this session. 

Major differences to be ironed out 
include some of the exemptions for 
retail stores and the retail trades 
in general which were recently writ- 
ten into the House bill. This now 
provides that no order of the Sec- 
retary of Labor “shall be applicable 
to any retail industry, the greater 
part of whose sales is in intrastate 
commerce.” This has been inter- 
preted by some authorities to_ex- 
empt even employes of the great 
interstate chains. Chairman Mary 
Norton of the House Labor Com- 
mittee, and to-be-named chief 
House conferee, said that this and 
other industrial exemption amend- 
ments accepted to facilitate passage 
may be stricken from the bill in 
conference. 


Conferees Are Named 


Speaker Bankhead appointed seven 
members of the House labor commit- 
tee as conferees on the wage-hour 
bill. They will meet shortly with 
the seven senators previously ap- 
pointed to compromise the rigid 
House-approved bill with the flexible 
Senate version. 

In order to appease the Southern 
Senate opposition and to head off 
filibuster threats, geographical dif- 
ferentials will be urged by the 
Senate conferees. Although the 


House conferees will be loathe to 
accept differentials, it is thought 
that if enactment of wage-hour 


legislation at this session is to be 
achieved, differentials must be writ- 
ten into the bill. 

The other chief conference diffi- 
culty lies in the manner of adminis- 
‘ration of the proposed law. The 
independent board of the Senate 
bill is not popular in the House and 
is the likely point on which the Sen- 
ate would give ground in return for 
Specific differentials to be written 
into the law rather than to be de- 
termined by an independent agency 
of the government. 


Differences in Bills 


The bill as passed the House pro- 
Vides for a nation-wide floor of 25 
‘ents per hour. No employes en- 
Saged in interstate industry may be 
— less. This rate is to be in- 
reased gradually in three years to 
“ note Working hours are limited 
ee = With time-and-one-half for 
. ime. Hours would be reduced 
5 king years to 40 per week. The 
aad of Labor is given author- 
ved ™ determine which industries 
ol “ngaged in “interstate com- 

ree Enforcement would be in 


the hands of the Department of | No Increase t in Rates 
t 
tgp of “Time” Until ’39 


The Senate-passed bill sets up an| 
independent board of five members | Time, New York, will not increase 


to prescribe, on the basis of certain | | |rates in spite of its acquisition of | 


Literary Digest, Harry Dole, adver- 
| tising manager, said. 
“Since last fall Time has delivered 


geographical differences in wages, | 
living conditions, etc.,. minimum) 
wages up to 40 cents per hour and |, ¢jreulation bonus,” said Mr. Dole. 
hours as low as 40 per week. “The Literary Digest takeover is 

—_—_—_—_—_— adding to the bonus, but how much 


| 


° e of the Digest circulation will be held 
Leiper Wins Cup is anybody’s guess. Accordingly, 
Bart Leiper, advertising director,| 7jme will not increase rates before 


Provident Life & Accident Insurance | 
Company, Chattanooga, was awarded | 
a cup for the best exhibit at the) 
Southern Round Table meeting of | 
the Life Advertisers Association at | bver 
Asheville, N. C. The L 
Company of Virginia won 
place and Pilot Life, 
third. 


July 1, 1939.” 

Join Ever Ready 
Ready Label 

York, has 

eter Ster n and James V. Gilloon, Jr., 


Greensboro,| promotional directors of its 
| World’s Fair poster 


|tex Corporation, Chicago. 


i939 
stamp division. 


New Cleveland Studio 


| “National Nissiaidiamanlt 


Graphic Advertising Art Studio Appoints New Managers 
has been opened in the Bulkley | “aa : ; . 
bldg., Cleveland, by John J.| L. I. Norton has been appointed 


“sik , J , A *|manager of the Western sales office 
Schneider and Harold W. Anklan, of The National Provisioner, Chi- 


pedliggee get aay ao /cago, with headquarters at the home 
Tranquillini Studios, Cleveland. Her- | - W. Werneke will have charge 
man Kessenich, formerly with Cooper | : : 1 fic 1 & 
Studio, New York, is in charge of) of the central sales office at 1060 
retouching | Leader bldg., Cleveland. 


Returns to Celotex Three to Wales 
Dr. Elbert C. Lathrop has been, Wales Advertising Company, New 
named a vice-president of The Celo- | York, has been appointed to handle 
He was|the advertising of Whitehall, Inc., 


Corporation, | with Celotex as director of research New Haven, Conn., manufacturer of 
appointed raged be development from 1925 to 1932|steel engraved letterheads; New 
before joining Crown Zellerbach Prospect Hotel, Shelter Island 

Corporation, Camas, Wash., paper|Heights, N. Y., and Lawrence 


manufacturer, as technical director.| Farms, Inc., Mt. Kisco, N. Y. 


Reach the THREE MILLION EXTRA Vacation 


vacationland. 


of New England. 


THE YANKEE NETWORK, 


gas agie is a season of prodigality — 
especially at the shore, lake and mountain 
resorts that comprise New England's immense 


Here is a region of activity in the quick 
tempo of recreational enthusiasm — a region 
peopled by vacation fund spenders, gratifying 
varied needs and whims. 

Summer vacationists add approximately 
3,000,000 spenders to the normal population 


Their purchases give tremendous stimulus to 
New England's market —a stimulus which is 
felt over the entire territory extending from 
the Connecticut shore of Long Island Sound to 
the distant forest and lake regions of Maine. 


Reach this great plus audience, 
in all New England vacation 
resorts through the 15 Station 
coverage of The Yankee Network. 


Spenders 


ee _ 


INC. 21 BROOKLINE AVENUE 
» BOSTON, MAST ASHUSETTS. 


EDWARD PETRY & CO., INC., Exclusive Ri] Sales Representatives 
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EXCISE TAX ON 
MANY PRODUCTS 
IS ABANDONED 


> ws 


2.—The 
made by 


Washington, D. C., June 
changes in excise taxes 
the bill which President Roosevelt 
permitted to become law’ without 
his signature are comparatively few 
in number, important though they 
may be to industries relieved from 
the taxes. The taxes on some prod- 
ucts, falling largely in the luxury 
class, have been increased. 

The petroleum industry benefits 
from the measure, a tax of 1/25 
cent per barrel for both crude and 
refined petroleum expiring June 309, 
1938. Among other taxes which 
have been repealed, effective July 1, 
1938, are those on brewers’ wort, 15 
cents a gallon; cameras, lenses, 10 
per cent; chewing gum, 2 per cent; 
furs, 3 per cent; malt, 3 cents per 
pound; paper matches in books, 0.5 
cents per 1,000; wood matches, 
plain, 2 cents per 1,000; phonograph 
records, 5 per cent; sporting goods, 
10 per cent; soaps, dentifrices, 
mouth washes, 5 per cent. 

The new tax schedule levies a tax 
of 2 per cent on highway tractors, 
effective July 1, 1938. This is the 
type of tractor used chiefly for high- 
way transportation in combination 
with trailers and semic-trailers. 


Higher Liquor Taxes 


The tax on distilled spirits, in- 
cluding wines of more than 24 per 
cent absolute alcoholic content by 
volume, has been increased from $2 
to $2.25 per gallon, effective July 1. 
The same increase has been made 
on perfumes, imported and contain- 
ing distilled spirits, this change be- 
ing effective immediately. 


Occupational taxes on the liquor 
industry are unchanged. So are au- 
tomobile and tobacco taxes. While 


excise taxes on facilities are un- 
changed, all but one expire by limi- 
tation July 1, 1939. The list in- 


| 


| 


| 


| 


| 
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: HOW PIEL DRAMATIZED ITS ANNUAL SALES CONVENTION 


sill 
” 


* oad 
a. . 


cludes cable dispatches, electrical | 
energy, leased wires, pipe line} 
transportation of oil, radio. dis- 
patches, telegraph messages, and 


telephone messages. The single ex- 
ception is the tax on safe deposit 
boxes, for which no expiration date 
has been prescribed. 

Other changes in the Revenue 
Act of 1938 cover corporation tax 
rates and the treatment of capital 
gains and losses; some relief pro- 
visions for personal holding compa- 
nies, provisions to facilitate liquida- 
tions, dispensing with publicity re- 
quirements for salaries of less than 
$75,000, and capital stock tax 


changes. 
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WORKER’S TAX BILL IS 
28 CENTS OF DOLLAR 

Chicago, June 2.—One reason for 
high prices and lack of purchasing 
power is found in high taxes, ac- 
cording to a unique survey just made 
here by the trade department of the 
Chicago Association of Commerce. 
No less than 28 cents of each dollar 
received in the weekly envelope will 
go for taxes in 1938, compared with 
18.5 cents in 1937, the survey showed. 
Many of these taxes, however, are of 
the hidden variety. 

Hidden taxes, the survey com- 
mented, live up to their name in be- 
ing so obscure that the average citi- 
zen is largely unaware of their exist- 
ence. Processing taxes, customs 
tariffs, licensing fees, operating per- 


Did he charge ‘em 10%, interest a month, or has he 
been sending orders out haywire, or did he cheat on 
his golf score? We dunno. Only this is in-dis-pu-ta-ble 
—the picture has punchl 


It illustrates what can be done with K & F STOCK 
: PHOTOGRAPHS. They'll give vividness to your sales 


| STOCK PHOTOS 


Two Volumes 


We will send you both volumes, 
postpaid, with invoice for $5.00 
attached—this amount to be re- 
funded on your first order for 
$10.00 or more. 


FREE. 


appeal at a fraction of the cost of a spe- 
cially posed photo. 
the right picture when you want it, we have 
bound into two volumes over 1700 choice 
selections—which can be yours, to all intents, 


To aid you in finding 


Prints sent anywhere on approval. 


MOST THOROUGHLY EQUIPPED PHOTOGRAPHIC PLANT IN AMERICA 


Call HARrison 3135 


KAUFMANN & FABRY CO. 


425 S. Wabash Ave. 


106 West 43rd Street, NEW YORK. Phone Bryant 9-6682 

Philadelphia, 

Torcnto, Rapid, Grip & Batten, Ltd., : 

London, England, Photographic — Ltd., 16 Victoria 
Ss 1 


St., S. W. 
In Canada, Rapid, Grip >, Se Ltd., Montreal. Toronto. 


CHICAGO, ILL. 


Sarah Pepper, Architect’s Building 


116 Richmond St.. W 


mits and inspection fees are ex- 
| amples. 

Purchase of a single loaf of bread, 

it was asserted, involves payment of 
53 hidden taxes, while the same sort 
| of levy accounts for 11 cents in each 
| 40-cent pound of meat. The renter 
helps his landlord pay taxes, with 
| approximately 25 per cent of the 
monthly rental being used for this 
purpose. 


| Cost of Medicines 

| Nor is travel exempt, according to 
ithe survey, with each $10 train 
'ticket including $3 in hidden taxes. 
| Gasoline taxes average eight cents 
per gallon, while those on milk are 
| more than the profit accruing to the 
dairy farmer. 

The price of a pair of shoes in- 
| cludes 112 hidden taxes, with this 
| total increasing to 172 in the case 
| of most medicines. A 10-cent can of 

tomatoes bears a tax load of two and 
| one-half cents. There is a $7.50 tax 
}on a $35 coat and an 88-cent tax on 
a $4 hat, while total taxes imposed 
on automobile drivers constitute 15 
per cent of the tax total imposed by 
federal, state and local governments. 

And while death has often been 
named with taxes as the second cer- 
tainty in life, the survey declared 
that this final act is also encumbered 
by 120 hidden taxes in addition to 
numerous visible levies. 

P. W. Kunning, of the association, 
said that several months’ effort had 
preceded issuance of this survey, 
with the source material being drawn 
from some 50 trade associations and 
representative business houses as 
well as government figures. 


Gets Berkeley-Carteret 

Berkeley-Carteret Hotel, Asbury 
Park, N. J., has appointed Lewis 
Harrison Associates, Inc., New York. 
as its advertising agency. Copy will 
feature sports facilities and promote 
year-round patronage. 


Gold picture frame propounding a question and the answer which was subsequently received by salesmen of the New York brewery. 


Stations Fight 
Button Control 
of Radio Sets 


San Francisco, June 2.—The ef- 
fect of innovations in radio receiv- 
ers upon listening habits of the 
radio audience received attention of 
the Northern California Broadcast- 
ers Association at a meeting here, 
the result being a burning resolu- 
tion asking that manufacturers 
cease producing sets which boast 
only pushbutton controls. The reso- 
lution said that manual type radios 
more truly reflect listeners’ prefer- 
ences. 


Objections to Method 


The resolution said in full: 
“Whereas during the past 
certain radio manufacturers have 
adopted a policy of manufacturing 
and marketing a type of radio re- 
ceiving set of the pushbutton type 
with no manual control and 
“Whereas many of these 


year 


radio 


ers of such radio sets to only six 
radio stations and 

“Whereas such limiting is not in 
the interests of public service, con- 
venience and necessity, as such sets 
tend to confine the listener to a cer- 
tain few stations, to the possible 
elimination of local and regional in- 
dependent radio stations, which 
practice will eventually serve to re- 
tard the general broadcast develop- 
ment of American radio and 

“Whereas if such a manufactur- 
ing policy is continued it will grad- 
ually force independent and _ local 
stations to discontinue or curtail 
operation because of lack of suffi- 
cient potential audience wherewith 
to interest program sponsors and 


continuance of local and _ regional 
independent radio stations would 
deprive many groups of an oppor- 
tunity to use radio as a medium 
through which to keep the _ public 
informed as to. their activities, 
needs and purposes, 

“Be it resolved by the Northern 
California Broadcasters 
that we transmit to the radio manu- 
facturers of the United States of 
America our earnest request that 
they immediately give consideration 
to the discontinuance of the prac- 
tice of manufacturing pushbutton 
type radio sets that are not equipped 
with manual control facilities in ad- 
dition to the pushbutton channels.” 


Portland Daily Quits 


The Daily News, Portland, Me., 
has suspended publication after ten 
years of existence. 


sets have as few as six pushbutton | 
channels, thereby limiting the own- | 


“Whereas such curtailing and dis-. 


Association | 


Inviz-A-Grip Invades 
Men’s Garter Field 
With sales for the first five 
months of 1938 more than 100 per 
cent over 1937, The _ Inviz-a-Grip 
Company, Hollywood, Cal., maker of 
a new type of hosiery supporter for 
women, has invaded the masculine 
sock supporter field. Beaumont & 
Hohman, Los Angeles, is the agency. 
A. Stein & Co., Chicago, is one 
of the first manufacturers of men’s 
garters to adopt the new fastener. 


Adds Eight Accounts 


The following companies have ap- 
pointed Strang & Prosser, Seattle, 
to direct their advertising: J. M. 
Colman Company, owner of residen- 
tial park Windermere on _ Lake 
Washington and Kopa Chuck Lodge, 
Puget Sound; Elliott Bay Mill Com- 
pany, plywood and wood building 
specialties; Northwestern Mutual 
Fire Association; Acacia Memorial 
Park & Mausoleum; Eldridge Se- 
curities Company; Domestic Utili- 
ties, Inc.; Mineralized-Cell Wood 
Preserving Company, and _ Puget 
Sound Title Insurance Company. 
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New copy for L. E. Waterman Company, 

New York, to appear in rotogravure sec- 

tions in 23 cities, plus Life and Saturday 

Evening Post. J. M. Mathes, Inc., is 
the agency. 


“NOPERATIVES 
N TIE-UP WITH 
CARMENT PLANT 


Washington, D. C., June 1.—The 
United States Government is helping 
9 finance a cooperative which both 
manufactures and distributes, it was 
Jearned here today. Under the plan, 
20 cooperatives, 17 of which are fed- 
erally financed, will organize Con- 
sumers Wholesale Clothiers, Inc. It 
will not only superintend operation 
of a garment plant at Hightstown, 
IN. J., but distribute the output 
through its widely scattered retail 
stores. 

A 40-year loan of $150,000 is be- 
ing granted the reorganized Hights- 
town project, which failed to suc- 
ceed with its manufacturing proj- 
ect because of lack of distribution 
facilities. The New Jersey Home- 
steads Industrial Cooperative, the 
new name of the producing group, 
will lease the government-built fac- 
Story for $2,000 a year and assume an 

indebtedness of $200,000. 


é Schedule of Production 


The present production schedule 
Fcalls for 12,500 women’s coats, to 
bring $18; 5,000 boys’ suits, price un- 
determined; 2,500 women’s skirts, at 
$2.50; 2.500 children’s coats, at $8; 
15,000 dresses, $6.95; 15,000 men’s 
suits and 5,000 topcoats at prices not 
yet fixed. 
The consumer cooperatives will 
lake the entire output, selling it to 
members at a 50 per cent mark-up. 
lf this more than covers operating 
*xpenses, embers will secure a re- 
lind in the form of dividends. 
| The farm cooperatives, except in 
ie or two isolated cases, have had 
lo connection with manufacturing in 
the past. The exceptions are opera- 
ion of a farm tractor assembly plant 
in Nebraska and a flour mill in 
Baltimore. 
The Department of Agriculture, 
Which has approved the new set-up, 
also asserted that it is one of the 
Host significant steps in the history 


“ the American cooperative move- 
ment, 


“New Books” Starts 
as Publisher’s Aid 


Vew Books, a new review, has been 
published by New Books, Inc., New 
ee, 20 affiliate of Harlan Logan 
Snare Inc. The initial issue has 
4 ‘culation of approximately 50,000 
ge bookstores and department 
y book departments. 
tal: Will appear as a monthly in the 
so lage the current issue covering 
aa July and August. Katherine 
Reribe formerly book editor of 
is b ners, is editor, and Arnold Perl 

Usiness manager. 


Frankel in New York 


Norman F 
: é r . 
director ter ankel, formerly radio 


Agence 
with 73 Atlanta, and more recently 


loined Houck & Co. 


» in the same capacity. 


Freitag Advertising 


Roanoke, has 
Gussow, Kahn & Co., New 


Oil Companies 
Set Minimums 
in New Jersey 


New York, June 1.—Three major 
oil companies broke into fair trade 
ranks today, setting minimum retail 
prices on gasoline in New Jersey in 
a move which may have a definite 
effect upon the entire industry al- 
though its immediate purpose is the 
ending of a price war. 

Those making the step, the first 
major effort of this nature in the 
petroleum field, are Standard Oil 
Company of New Jersey, Continental 
Oil Company and Shell Union Oil 
Corporation. 

Standard Oil fixed the minimum 
retail price on its Essolene brand at 
15.3 cents per gallon, including tax, 
with the company’s price to undi- 
vided dealers set at 12.1 cents per 
gallon. This is slightly lower than 
the former price. The company also 
announced that inasmuch as it con- 
siders the specified retail price sub- 
normal, it will share the burden of 
such subnormal conditions with its 
dealers on a 50-50 basis. 

Experts in the field, commenting 
on hitherto unstable price conditions 


in New Jersey, predicted that the 
minimum price move made by these 
three companies would be carefully 
watched by marketers in other 
states. The retail price on gasoline 
in New Jersey has varied in past 
months from 12.9 to 16.9 cents per 
gallon. Inference was made that if 
the minimum prices established by 
these three companies stabilize con- 
ditions in that state, similar moves 
are likely elsewhere. 

The only precedent is the price 
fixing plan started some time ago by 
a local dealer group in California. 
In Chicago, a spokesman for the 
Standard Oil Company of Indiana 
said that this company has yet to 
officially consider the advisability of 
price contracts. 


“Salespeople” Out 
Salespeople’s Magazine, for depart- 
ment store employes, has made its 
appearance in Chicago. It is issued 
by Hamilton Publishing Company, 
216 W. Jackson blvd. Arthur H. 

Weiss is editor and publisher. 


Joins Boston Agency 


Lawrence E. Scheffreen, formerly 
with Rodney Boone Organization, 
has joined Bresnick & Solomont 
Advertising, Boston, as account ex- 
ecutive. 


New York Bank 
First to Use 
Humorous Copy 


New York, June 1.—A marked de- 
parture from the traditionally sol- 
emn bank advertising was _insti- 
tuted this week by National Safety 
Bank & Trust Compaky in a new 
campaign which employs the car- 
toon technique to merchandise the 
CheckMaster plan, a no-minimum- 
balance checking account service. 
Metropolitan newspapers are being 
used. 


Highlights Advantages 


The cartoon series highlights in 
humorous vein the advantages of 
the special service. The initial in- 
sertion shows a patient on an oper- 
ating table assuring the grim-faced 
surgeon that: “It’s all right as long 
as you don’t cut out my CheckMas- 
ter account.” 

The second depicts banking in 
the stone age, when writing a check 
was an arduous task. Kayton Spiero 
Advertising Agency handles the Na- 
tional Safety Bank & Trust Company 
account. 


Dr. Lyon’s Toothpowder 
Sponsors Valentine 


R. L. Watkins Company, New 
York, maker of Dr. Lyon’s tooth- 
powder, will sponsor “Alias Jimmy 
Valentine” over an NBC-Blue net- 
work starting June 6. 

The show will be broadcast Mon- 
days at 7 p. m. EDST with a repeat 
show for the Middle West at 11 
p.m. Blackett-Sample-Hummert, Inc., 
New York, is the agency. 


Liquor Price-Fixing 
Starts in New Jersey 


Gov. Moore has signed Assembly- 
man Kerner’s liquor price-fixing bill 
which gives State Beverage Com- 
missioner Burnett power to invoke 
the fair trade act in New Jersey 
through his own rules and regula- 
tions. 

The measure had the approval of 
the State Liquor Dealer’s Associa- 
tion. 


Now Ray Agency 

ABC Advertising Agency, Los 
Angeles, has changed its name to 
Howard Ray Advertising Agency. It 
has been appointed to handle ac- 
counts of The American Institute of 
Floral Technology for a magazine, 
radio and direct mail campaign; and 
Bartlett Products Company, Azusa, 
maker of Kevo, chocolate-flavored 
soy bean drink. 


advertising copy. 


pects to the Classified. 


When your prospect reads 
in your advertisement: 
“For nearest dealer see your 
Classified Telephone Directory” 


“See it at your local dealer” is a pretty 
weak way to close a strong piece of 


The prospect is likely to go to the 
wrong dealer and be sold a substitute. 

It is impractical to list your dealers 
in national advertising. But at a really 
moderate cost, they can be listed under 
your trade mark in Classified Telephone 
Directories to match your distribution. 
Then, in your advertising, refer pros- 


and many others. 


This strong copy ending is also being 
used by Mimeograph, Devoe& Raynolds, 
Seiberling, Willard, Royal Typewriter, 
Insurance Co.of North America, Hewitt, 


You too can bridge the gap between 
prospects and dealers in this strong but 
simple, economical way. 

American Tel. & Tel. Co., Trade Mark Ser- 
vice Div., 195 Broadway, New York @& 
(EXchange 3-9800) or 311 W. Wash- { 
ington St.,Chicago (OF Ficial 9300). 


hia’ 


to close strong copy 


WAY 


He can easily find where to 
buy your product — and is 
not led astray by substitution 
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June 6, 19% 


CAMPAIGN FOR 
CLEVELAND ‘Y’ 
IMPARTS MORAL 


Cleveland, June 2.—‘That it is ex- 
pensive folly for any business to neg- 
lect the steady cultivation of its mar- 
ket by advertising was conclusively 
proved by the experience of the 
Cleveland Y. M. C. A. in its capital 
accounts campaign,” said Carr Lig- 
gett today. Mr. Liggett, head of the 
Cleveland agency that bears his 
name, has been chairman of the pub- 
lic relations council of the local Y. 
M. C. A. for several years, and was 
in charge of publicity for its For- 
ward Movement Campaign for new 
buildings and equipment for itself 
and Fenn College, its educational 
branch. 

“One of the most 
why the association achieved only 
about half its goal,” he said, “lay in 
the fact that for the past 20 years 
the Y. M. C. A. has received its sup- 
port from the Cleveland Community 
Fund and, therefore, abandoned ac- 
tive cultivation of its supporters. 
When the campaign came on, it dis- 
covered, to its dismay, that many im- 
portant people in Cleveland knew 
practically nothing about it and the 
tremendous work it is doing. This 
in spite of the fact that for five years 
we have been trying to command 
the attention and appreciation of the 
public. There’s a serious lesson in 
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PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement). 


tablished by 


HOW CLEVELAND Y. M. C. A. ADVERTISED WORK 


this for all commercial and indus- 
trial organizations.” 

That the publicity for the cam- 
paign achieved extraordinary volume 
is evident from the statistics being 
published by the publicity committee, | 
of which Sterling Graham, national | 
advertising manager of the Cleveland | 
Plain Dealer, was chairman. During 
the two weeks’ drive and the pre- 
liminary period, Cleveland newspap- 
ers published 200 columns _ of 
Y. M. C. A. publicity. The four radio 
stations broadcast 15 hours of radio 
programs and 150 spot announce- 
ménts. A sound film played to 350 
audiences, totaling 15,000. In addi- 
tion, newspaper, outdoor and street 
car advertising was used, in addition 
to window cards and banners on the 
marquees of hotels and clubs. 


Had Help of All 


In the publicity organization also 
were John Burkhart, publicity sec- 
retary of the Y; Graves Taylor in 
charge of radio; Ralph Leavenworth 
and L. G. Smith, of Fuller & Smith 
& Ross; Mark W. Egan, of the Cleve- 
land Convention & Visitors Bureau; 
Robert J. Izant, advertising manager 
of the Central National Bank and 
H. K. Carpenter, John F. Patt and 
Vernon H. Pribble, managers of 
Cleveland radio stations. 


Heads Young Printers 


James C. Blanchard, Jr., Blan- 
chard Press, Inc., has been elected 
president of the Young Printing 
Executives Club, New York. James 
B. Ashwell, Frederick W. Schmidt, 
Inc., is vice-president; John H. 
Lord, New York Monotype Compo- 
sition Company, treasurer, and O. 
K. Eden, New York Umploving 
Printers Association, Inc., secretary. 


To Promote Illinois 


A state promotion bureau to ad- 
vertise industrial and recreational 
advantages of Illinois has been es- 


Gov. Henry Horner. 


“|Saunders Pans 
Sales Slip in 
‘Keedoozle’ Copy 


Memphis, June 2.—Clarence Saun- 
ders, founder of the Piggly Wiggly 
grocery store idea, has just launched 
a new Keedoozle at 1628 Union ave- 
nue with benefit of full page news- 
paper advertising which is bringing 
customers from all parts of the city. 

The corner-stone of what the erst- 
while chain store king hopes will 
be an even more towering edifice is 
a printed list of purchases, with the 
price of each plainly printed at the 
right. As Mr. Saunders, who is his 
own copywriter puts it: 

“Do you realize what this printed 
list means to you? That there is no 
way for you to get gypped. That 
you can take your groceries home 
with you and identify each article 
with the printed list, not wondering 
what a certain 7 cents or 12 cents 
is for as is the regular way of the 
ordinary store. 

“Have you ever thought how fool- 
ish it is for you to part with your 
money in a grocery store and have 
no better receipt for it than a row 
of prices that no one, not even the 
checker, could in many cases match 
with the right prices of the articles 
these figures are supposed to repre- 
sent? 

“Just hand the list of figures back 
to the man who asks you to take 
such a receipt and ask him to write 
the name of each article opposite 
the price belonging to the article 
and see how dumfounded he will 
get. 


oT: ” 
Times” Suspends 
The Times, Alexandria, La., which 
began publication March 18 as a 
morning daily, has suspended. 


IT WAS - - A WEEK AGO, 
WHEN ADVERTISING AGE 
PRINTED IT 


PSYCHOLOGIST 
DECRIES FORCE 
IN ADVERTISING 


New York, June 2.—Though ad- 
mitting the need for urging immedi- 
ate action in advertising, Harold 
Ernest Burtt, professor of psychol- 
ogy, Ohio State University, believes 
that finesse is more effective than 
brute force. Dr. Burtt outlines this 
thesis, among others, in his fasci- 
nating new book, “Psychology of 
Advertising,” published today by 
Houghton Mifflin Company. 

“Most persons resent a_ blunt 
command,” said Dr. Burtt on this 
subject. “We like to feel that we 
are the captains of our souls and 
that we are doing what we please 
although, as a matter of fact, we 
probably are not doing so 10 per 
cent of the time. 


Against Insistent Finger 


“Consequently, the command to 
buy a particular brand of tire or to 
ask the clerk for a certain bever- 
age arouses a bit of resentment. 
The situation is still worse if the 
salesman on the magazine page 
points an insistent finger at us or 
the life-sized uniformed figure on 
the poster board tells us to stop 
and buy the product. 

“While there are individuals who 
have difficulty in making up their 
own minds and who really need to 
be told what to do, such persons 
are distinctly in the minority. The 
average American resents the blunt 
type of direct suggestion. A writer 
familiar with advertising in Ger- 
many, however, detects there a 
greater use of direct suggestion, 
and hints that its effectiveness may 
be due to the fact that the people 
have been accustomed to the dic- 
tates of authority to a greater ex- 
tent than we have in this country.” 


Says Generosity Pays 


Dr. Burtt said that a firm which 
had been advertising by implication 
that it would be reprehensible for 
a reader to take the machine on 
trial and return it, increased in- 
quiries 5 to 7 per cent by changing 
copy as follows: “Send for the ma- 
chine on a free trial. If it does not 
suit your needs (and this sometimes 
happens) there will be no further 
argument.” The results in actual 
sales are not given. 

A phonograph manufacturer in- 
creased inquiries 25 per cent and 
reduced selling cost from 6 to 12 
per cent by liberalizing his offer. 
The first trial offer said: ‘““Why this 
offer? Because we are confident you 


will keep this wonderful instru- 
ment.” 
After the change it read: “We 


will send this phonograph to your 
home on a free loan. Use it as 
your own; give concerts. We will 
thank you for having thus adver- 
tised the - in your neighbor- 
hood. Of course, if you want to 
keep this instrument you may pay 
—— per month.” 


BENSON TELLS 
COPY CHANGES 
OF TEN YEARS 


Washington, D. C., May 31~—p, 
distance advertising has traveleg 
ten years was graphically illustrate, 
by John Benson, president, America, 
Association of Advertising Agencies 
in the chief address presented to th, 
American Marketing Association y 
its midyear meeting at the My 
flower Hotel last week. F 

Ten years ago Colgate wag gy 
ing: “Guard those lovely teeth; the 
are priceless.”. Today it is congg, 
ing: “Coffee and doughnuts agai 
that means he hasn’t a job ye 
While a drug store waitress is dojy, 
the talking, the moral is Clear, 

Ten years ago Ivory soap took fy 
its text, “Fair white hands and hoy 
to keep them.” Today’s  versig 
reads, “Caught red handed, or Ki 
learns a lesson.” 

Ten years ago 
enough for Lux: “Every music! 
show in New York uses Lux | 
double the life of stockings.” Noy 
“Just my frowsy luck; another mm 

Fleischmann’s Yeast used this 
noncommittal headline a decade age 
“Five who might pass your wip 
dows.” Today, it’s “I’m son 
Brown, but we need a hustler on this 
job.” No diagram needed. 

“Readers don’t want suppositio, 
any more,” said Mr. Benson. “They 
want reality — the intimate ani 
graphic details of actual occurrence 
and they want it in a flash.” 


this was gooj 


Public Likes It 


The American public instinctively 
likes advertising, because it paints 
dreams—never realized, perhaps, bu! 
nevertheless, alluring. 

“The average life is 
the Four A’s executive. ‘Few ar 
rich or wise or beautiful. Statistics 
show on how small an income the 
average family has to live. Radi 
and the movies are an escape. % 
is advertising. It paints so many 
harmless rainbows; suggests & 
much happiness to be derived from 
owning and using mere things. 

“If it’s a piano which is being pr 
moted, its objective value is sub 
merged in a dream of subjective it 
terests, with visions of social entr 
for the children, of musical evenings 
at home, or cultural advancemel! 
The stiff-fingered little boy or gi! 
may have no talent for music, all 
social doors may be barred to them 
at best; and still the fancy-fre 
mother enjoys an escape from th 
stark realities about her.” 

Only 5.6 per cent of advertise 
ments surveyed by the Four 4% 
were found to violate its code alt 
another 4 per cent were debatable 
The Four A’s Consumer-Advertise! 
Council, and many state and 1 
tional laws point to short shrift for 
such copy. 
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PROGRAM FOR 
AFA MEETING 
TAKING SHAPE 


Detroit Ready for 34th Annual | 


Convention 


New York, June 2.—A symposium 
on “A Common Road to Progress’ 
will feature the 34th annual meeting, 
Advertising Federation of America, 
at the Hotel Statler, Detroit, June 
12-16, the association announced to- 
day. Government, Industry and labor 
will be represented, with Thurman 
w. Arnold, first assistant attorney 
general of the United States, speak- 
ing for Washington. The symposium 


will be held at the general luncheon 


meeting June 15. 

A glittering assemblage of stars 
will shine for the advertising folk 
who attend the convention in the 
role of listeners. Rev. C. E. Cough- 
lin, radio priest whose utterances 
command a tremendous radio audi- 
ence, is among them. He will dis- 
cuss “Religion in Advertising” at the 
general luncheon Monday. 

Another eminent speaker will be 
Edward F. McGrady, former assist- 
ant Secretary of Labor, and now 
labor relations counselor, Radio Cor- 
poration of America, whose address 
will be his first since he left the 
public service. He will speak on 
“Labor, Industry and the Public’ at 
the general session June 13. 


Cameron on Program 


William J. Cameron, director of 
public relations, Ford Motor Com- 
pany, will address the June 14 
luncheon of the Newspaper Adver- 
tising Executives Association, which 
will be thrown open to Federation 
members. The renowned Donald R. 
Richberg will be one of the speakers 
at the symposium Wednesday. His 
subject will be “Teamwork for Pros- 
perity.” 

Roy S. Durstine, president, Batten, 
Barton, Durstine & Osborn, New York, 
will do a little admonishing at the 
Wednesday meeting, telling his audi- 
ence that “Advertising Must Put on 
a Good Show.” George M. Slocum, 
president of the Federation and pub- 
lisher, Automotive Daily News, will 
deliver the keynote address on “Ad- 
vertising Makes Work” at the open- 
ing general session luncheon Monday. 

Others on the program are Alex- 
ander Dow, president, Detroit Edison 
Company, and one of Detroit’s first 
citizens, who will speak on “The 
Value of Advertising,” and Mrs. Bert 
W. Hendrickson, chairman, American 
Home Department, New York State 
Federation of Women’s Clubs, who 
will describe “Mrs. Consumer in the 
World of Tomorrow.” 


New Entertainment High 


Entertainment features for the 
Convention promise to eclipse those 
of the past, in spite of the brilliant 
records established. The Adcraft 
Club and the Women’s Advertising 
Club of Detroit have collaborated in 
arranging a round of social events. 
Here is the present prospect: 

Sunday: Numerous _ receptions, 
cocktails and a musical program, 
also a trip to Greenfield Village, fa- 
mous museum of early Americana 
collected by Henry Ford. 

Monday: Annual banquet and ball. 
This year the banquet is speakerless. 
The ball will have Tommy Dorsey at 
the music controls. 

Tuesday: Boat excursion to Bob-Lo 
Island, with Detroit Free Press, 
News and Times acting as hosts. 

Wednesday: Advertising Carnival 
hight, an unusual costume party, 
With three blocks of Washington 
boulevard to be closed for public 
Participation. Prizes will be awarded 
- the costumes most effectively il- 
ustrating trade-marks. The pave- 
Ments will be waxed for dancing. 
Parvin ; Sightseeing trips, sports 
- recreation will be available 
> deat courtesy of the host clubs. 
= league baseball, horse racing and 

‘Ds into nearby Canada are other 
Possibilities. 


Among the numerous affiliated or- 


JUDGES FOR SNAPP AWARD PONDER MERITS OF ENTRIES 


Judges for the Josephine Snapp award, sponsored by the Women's Advertising Club of Chicago, met in New York last 
week to select the woman making the greatest contribution to advertising within the past year. Results will be announced 


at the AFA Detroit convention. 


Lois B. Hunter, Retail Ledger; Frank Braucher, Station WOR. Senator Arthur Capper was missing. 


ganizations which will meet with | 
the AFA is the Public Utilities Ad- 
vertising Association, which an- 
nounced this week that its annual 
copy contest has been judged, and 
all that remains is to make known 
identity of the winners. An impos- 
ing array of talent was pressed into 
service, each judge handling one 
classification in the Better Copy con- 
test. 
Hooper Is Scheduled 


C. E. Hooper, noted research ex- 
pert, will be the leading speaker at 
the Public Utilities convention June 
14, although he will have competition 
from such celebrities as Bob Landry, 
Variety; C. W. Tennant, general 
sales manager, Western United Gas 
& Electric Company; Harry Ober- 
meyer, Consolidated Edison Company 
of New York; Al Joy, Pacific Gas & 
Electric Company, and three editors 
of utility house papers. 

Winners in three other national 
advertising contests will be pre- 
sented at the convention. The News- 
paper Advertising Executives Asso- 
ciation sponsors a competition among 
salesmen; the Women’s Advertising 
Club of Chicago awards a silver 
trophy, the Josephine Snapp award; 
and ADVERTISING AGE sponsors an 
essay contest among college and high 
school students. 

Among the speakers announced for 
the advertisers’ conference on June 
14 are: Kenneth Laird, vice-presi- 
dent, Weco Products Company; Leo 
Nejelski, advertising manager, Swift 
& Co.; J. S. Sayre, vice-president, 
Bendix Home Products, Inec.; Sam C. 
Mitchell, director of advertising, Kel- 
vinator Division, Nash-Kelvinator 
Corporation; William T. White, sales 
manager, Wieboldt Stores. Ralph L. 
Yonker, advertising manager, J. L. 
Hudson Company, Detroit, will pre- 
side. 

At the radio session speakers 
scheduled include Edgar Kobak, Lord 


Nicodemus to Kennedy’s 
John C. Nicodemus has been ap- 
pointed promotion and publicity di-'ton, Tex., has appointed Russell T. 
rector of Kennedy’s Inc., New Eng- Gray, 
land retail clothier. | 


Visco 


Inc., 
counsel. 


Visco to Gray 


Products Company, 


Left to right, Helen A. Holby, AFA; Mason Britton, McGraw-Hill Publishing Company; Mrs. 


Hous- 


Chicago, as advertising 


Camel Victor 
in $1,600,000 
Suit for Idea 


Winston-Salem, N. C., June 1.—Dr. 
Arthur Selwyn-Brown, New York, 
lost his suit to collect $1,600,000 from 
| the R. J. Reynolds Tobacco Company 
| Saturday, when a jury returned a 
| verdict in favor of the latter. The 
advertising man accused Reynolds of 
appropriating a “New Advertising 
Principle” which he had formubkated. 

Made up of 11 farmers and one 
barber, the jury required only two 
hours and 20 minutes to reach its 
decision. Attorneys took six hours 
for their closing arguments. 

Judge Johnson J. Hayes, presiding 
over the United States District Court, 
outlined the issues as follows: 

1. Did the plaintiff create any 
new advertising principle for tobacco 
products in the memorandum sub- 
mitted to defendant? 

2. Did defendant wrongfully ap- 
propriate to its use plaintiff’s adver- 
tising principle or any part thereof 
which was new at the time of such 
appropriation? 

3. What amount, if anything, is 
plaintiff entitled to recover of the 
| defendant? 


& Thomas; and Charles C. Hicks, 
sales promotion manager, WXYZ, De- | 
troit. Craig Lawrence, commercial 
manager, Iowa Broadcasting System, | 
will be chairman. 


Becker President 
of Worcester Club 


Bertil I. Becker, advertising man- 
ager of Becker Bros., has_ been 
elected president of the Advertising 
Club of Worcester, Mass. 

Harold V. Manzer is first vice- 
president: G. Edward Bauer, second 
vice-president; George H. Spaun- 
burgh, Y. M. C. A., secretary; Les- 
lie B. Goff. Morris Plan Company, 
treasurer, and Leon H. Lawrence, 
assistant treasurer. 


New Alemite Film 


Alemite Division of Stewart-War- 
ner Corporation, Chicago, has com- 
pvieted a four-reel talking motion 
victure, “Okay, Mr. Allison,’ drama- 
tizing the buying habits of Ameri- 
can car owners and revealing new 
promotional plans for developing au- 
tomobile lubrication business. 


Simmons on Coast 
Harry Simmons will resign June 
15 as Eastern sales manager of The 
Heinn Company, New York, to do 
free 


lance writing and selling in 


Printing 


Catalogues e Publications e General Printing 
Direct Mail Advertising 


COPYWRITERS °® 
PLANNING @ 


ARTISTS ®* 


A LARGE, EFFICIENT AND 


COMPLETELY EQUIPPED (This Dept. is equipped to de- Pamphlets 
PRINTING PLANT liver to the post office or custom- Proceedings 
‘ ers as fast as printed and bound) Directories 
DAY and NIGHT ELECTROTYPING AND Histories 
OPERATION ENGRAVING Books 
: (Our facilities are up-to-date and Broadsides 
sc 7 can take care of any sized orders) Folders 
Printing ane ~—_s ADVERTISING SERVICE Circulars 
(Planning, copywriting, design- and 


\———— G9 _f 


TYPESETTING 
PRESSWORK 


BINDING 


MAILING 


ENGRAVERS 
PHOTOGRAPHING 


DEPENDABLE PRINTING 


Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


OUR SERVICES 
(Linotype, Monotype and Hand) 
(The Usual as well as Colors) 


(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


ing, photographing and artwork) 


PROPER QUALITY QUICK DELIVERY 


Because of up-to-date 
equipment and best 
workmen 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from ail parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 
to furnish the names of well known firms who are our present customers. Consulting with us about 
your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


PRINTING PRODUCTS CORPORATION 


Polk and La Salle Streets 


Telephone WABASH 3380 
All Departments 


night service 


f 


Because of automatic 
machinery. Day and 


Established 1888 


© ELECTROTYPERS 


OUR 
SPECIALTIES 


Catalogues 
Booklets 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 


General Printing 


RIGHT PRICE 


Because of superior 
facilities and efficient 
management 


Chicago, Illinois 


Los 


Angeles. 
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10 INTRODUCE 
NEW LISTERINE 


Heavy Schedule Supports 
Paste with Luster-Foam 


New York, June 2.— Introduction 
of a new ingredient in Listerine 
tooth paste, the first major change 
in the formula since it was placed on 
the market 20 years ago, will be an- 
nounced by Lambert Pharmacal Com- 
pany July 1 in a new national cam- 
paign said to be the most extensive 
ever attempted for the product. The 
formula change, involving the use of 
“Luster-Foam,” will be accompanied 
by a re-designed tube and carton 
and a new color scheme, blue being 
substituted for the familiar olive 
drab. 

The new ingredient is a deterent 
of the type commonly known as 
“soapless soap” and bears the im- 
posing chemical designation of C14- 
H27-05-S-Na. Its purpose is to 
quicken and spread the cleansing ef- 
fect of the dentifrice. The new tube 
will be the same size as heretofore 
and the price will remain at 25 cents. 
For introductory purposes a oOne- 
cent sale will be conducted nation- 
ally, two tubes being offered for 26 


With Lambert & Feasley' the 
agency in charge, the campaign in- 
volves a magazine list as follows: 
American Home, American Magazine, 
The American Weekly, Better Homes 
¢€ Gardens, Collier’s, Cosmopolitan, 
Country Gentleman, Good Housekeep- 
ing, Household, Ladies’ Home Jour- 


cents. The combination will be spe-| nal, Liberty, Look, Macfadden Wo- 
cially packed in a double carton. men’s Group, McCall's, Parents’, 
Photoplay, Pictorial Review, Red- 


Breaks in July Magazines book, The Saturday Evening Post, 


Screenland Unit, This Week, True 
Story, Woman’s Home Companion, 
and 25 others, 18 in the All Fiction 
Field, and seven in Newsstand Fic- 
tion Unit. In addition 29 newspapers 
and several radio programs will be 
used. The latter includes a 25-sta- 
tion hookup on the Columbia net- 
work and 15 independent stations. 
The introductory color spreads will 
be followed by black and white in 


The one-cent sale will be featured 
in the opening insertions of the cam- 
paign, the first of which will appear 
in national magazines the first week 
in July. This insertion will consist 
of a full page on the left and a half 
page on the right, with editorial mat- 
ter occupying the remainder, of the 
right hand page. Copy theme and 
treatment in general will differ radic- 
ally from Listerine tooth paste copy 


of the past. various size units. Played up promi- 
Ty ag PREG oe pea Ss Sager RTT re 
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Delaware River Bridge, joining Philadelphia and Camden 


This is your opportunity to secure the most outstanding loca- 

tion on one of the country's most important traffic ways. It has 

all the qualities that an advertiser takes profit from and takes 
pride in. It is a “leadership” advertising location. It has: 

EXCLUSIVENESS, as you can see from the photograph—and 
you can see even better by actually riding this location; it is 
the only location which confronts the bridge user from the 
center of the bridge until you drive right up to it. 

VISIBILITY: Picture yourself in an automobile or bus crossing 
the bridge. It confronts you straight ahead and for seven- 
tenths of a mile. 

CIRCULATION: 12,293,129 cars and buses. These figures are 
from the Delaware River Joint Commission covering the year 
1937, Incidentally, the traffic count thus far this year is 
breaking last year's records. 

RIGHT IN YOUR OFFICE: We have taken motion pictures that 

will permit you to ride this location right in your office. Tell us 

when you would like to see it. 


STAIT 


OUTDOOR ADVERTISING 


PHILADELPHIA, PA. 


OFFICES: 57th ST. and WESTMINSTER AVE. 


ONE-CENT SAIF | HOLLAND VICE-PRESIDENT WELCOMES MOVIE STARS TO TULIP FESTIVAL 


P. T. Cheff, vice-president and general manager, Holland Furnace Company, Holland, Mich., surrounded by a cargo of 
movie pulchritude, pressed into service for the tenth annual tulip festival, sponsored by Holland over a CBS network. 
Left to right, Mrs. Hudson, Mr. Cheff, Mayor Henry Geerlings, Richard Arlen and Rochelle Hudson. 

Ruthrauff & Ryan, Chicago, escorted the group to Holland. 


Art Robinson, 


HOW 
Try toe iH attecent 


the dental discovery of the century! 


liminary research including a vote 
by a large women’s consumer jury 
on five unidentified brands of tooth 
paste, including the new Listerine, 
“supercharged with Luster-Foam.” 


Store Visualizes 


Peaks of Progress 
Kaufmann’s, Pittsburgh, has un- 
veiled ten windows depicting the 
Peaks of Progress of 1937-38, show- 


ing world achievements of that 
year. The window displays were 
designed and executed by the 
Kaufmann's Display Studio under 


the direction of Laszlo Gabor, who 
used a new medium, Grapho-plas- 
tics, to portray the peaks. 

A special breakfast dedicating the 
displays was held last week. The 
windows are open for public inspec- 
tion during June. : 


Stilwill-Pearson in 


Point-of-Sale Field 


A. H. Stilwill, formerly Eastern 
marager for W. D. Boyce Company, 
Chicago, and G. M. Pearson, former- 
ly with United Cigar-Whelan Stores 
Corporation, in charge of selling 
outdoor space, have formed Stilwill- 
Pearson Company, Inc., 110 E. 42nd 
street, New York, to engage in point- 
of-sale advertising. 

They have contracted for the in- 
stallation of 1,000 multi-poster ma- 
chines in independent food stores of 
Brooklyn and Queens. 


“Wall Street Journal” 
Employs First Roto 


The annual Pacific Coast edition 
of the Wall Street Journal carried 
an eight-page supplement printed in 
rotogravure, marking the _ paper's 
first use of that process. 


On Mathes Board 


rordon E. Hyde and Lester J. 
Loh have been elected directors of 
J. M. Mathes, Ine., New York. Carle 
E. Rollins was elected secretary. 
Mr. Hyde is a_ vice-president, spe- 
cializing in the textile field; Mr. 
Loh, vice-president and director of 
the art department; and Mr. Rol- 
lins, account executive. 


LISTERINE WILL USE MAGAZINES 


LUSTER-FOAM” 


et 


Try the EW ditterent 
LISTERINE TOOTH PASTE 


the dental discovery of the centary! 


At top, introductory spread in a list of 
magazines. 
Next, newspaper copy for new paste. 


Miss Stern Advanced 
Averell Broughton, New York, has 
appointed Charlotte F. Stern to head 
its copy department. Before joining 


the agency she was on the promotion 
staff of True Story. 


Krawit Leaves Peck 
Henry Krawit, for eight years pro- 
duction manager of Peck Advertising 
Agency, New York, has joined Qual- 
ity Photo Engraving Company, New 
York, in a sales capacity. 


5 ADVERTISERS. 
GET AWARDS FOR 
RADIO PROGRAMS 


New York, May 31.—Five nationa] 
advertisers received recognition 
Saturday when the Woman’s Press 
Club of New York = announced 
awards in its first essay and radio 
contests. The meeting at the Hote} 
Pennsylvania was picked up by 
both major networks. 

An award for editorial analysis of 
news of the day went to Rogers 
Peet Company for its Gabriel Heat. 
ter program over WOR and the Mv. 
tual Broadcasting System. 

Three awards were made in the 
realm of cultural music, one going 
to Ford Motor Company for its Sun. 
day evening hour over Columbia 
Broadcasting System; another to 
National Broadcasting Company for 
its music appreciation hour under 
direction of Walter Damrosch, and 
a third to Milton Cross, of NBC's 
staff, who specializes in the classics, 

In the field of cultural programs 
for younger children, the award 
went to the Kellogg Company for 
its Singing Lady program, which 
has appeared over both NBC and 
Mutual Broadcasting System. The 
contribution of E. I. du Pont de 
Nemours & Co. to cultural educa- 
tion of older children was _ recog: 
nized by an award for its CBS pro- 
gram, “Cavalcade of America.” 


Other Awards Made 


“One Man’s Family,” NBC pro- 
gram originating in Hollywood, and 
sponsored by Standard Brands, Inc., 
for Tenderleaf tea, took an award 
for cultural quality and excellence 
of material and presentation. In 
the same _ classification, Columbia 
Broadcasting System won an award 
for the play, “Madam Curie,” repre- 
senting the best single performance 
of a new play written for radio. 
The winner came from the Colum- 
bia Workshop, dedicated to experi- 
mental drama. 

National Broadcasting Company 
took two prizes for its sustaining 
programs, one for its National 
Farm and Home hour, which has 
been on the air for about ten years, 
featuring music and _ 6 nationally 
known speakers from Washington, 
and another for “America’s Town 
Meeting of the Air,” a New York 
/forum. 

An award of $100 went to Virginia 
Ernst, who is engaged in bank re- 
search in the Chase National Bank, 
New York. Another of the same size 
was won by Corinne Reid Frazier, 
Washington, D. C., for an _ essay, 
“Does She Hold the Key to Can- 
cer?” covering the life work of Dr. 
Maude Slye, of Chicago. An award 
of $100 also went to Elizabeth R. 
Pendry, Kew Gardens, L. I., for 4 
plan for the attainment of world 
peace. 


Names Moon Agency 


Electro-Technical Products, Nutley, 
N. J., manufacturer of oiled silk fab- 
rics, has appointed Byron G. Moon 
Company, New York, as advertising 
counsel, 


Resort to LaMonica 
Sunset Park Inn, Haines Falls, 
N. Y., has appointed Thos. P. La 
Monica & Associates, Easton, Pa. 
to handle a newspaper and direct 
mail account. 
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_ STRIKING ILLUSTRATIONS IN BEER COPY 


Coming 
Conventions 


June 12-16. Annual convention, 
Advertising Federation of America | 


and affiliated organizations, Statler | 
Hotel, Detroit. 
June 12-15. Annual convention, | 
“ Newspaper Advertising Executives | 
x Association, Detroit. | 
d June 13-16. Annual convention, | 


Association of Newspaper Classified | 
Advertising Managers, Nicollet Ho-| 


tel, Minneapolis. 


June 20-23. 
tional Conference on Visual Educa- 
tion, Francis W. Parker School, Chi- 
cago. 

June 20-23. Annual convention, 
National Editorial Association, 
White Sulphur Springs, W. Va. 

June 21-23. Annual 
International Circulation 
Association at Quebec. 


convention, 
Managers 


June 25-29. International Adver- 
tising Convention, Glasgow, Scot- 
land. 

June 26-30. Annual convention, 


International Association of Display 
Men, Mayflower Hotel, Washington, 
BD. C. 

June 26-30. Annual convention, 
Pacific Advertising Clubs Associa- 
ition, Ambassador Hotel, Los An- 
geles. 


July 2-4. Annual convention, 
Trade Association of Advertising 
Distributors, Hotel Statler, Detroit. 

Aug. 14-17. Annual convention, 
International Association of Print- 
ing House Craftsmen, Boston. 

Aug. 16-19. Annual convention, 
National Sign Association, Stevens 
Hotel, Chicago. 

Aug. 23-25. Annual 
Outdoor Advertising Association of 
America, Denver. 


Sept. 18-21. Annual convention, 
Mail Advertising Service Associa- 
tion, Hotel Statler, Detroit. 

Sept. 19-23. Seventh  Interna- 


tional Management Congress, Wash- 
ington, D. C. 


Sept. 21-23. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel Statler, Cleveland. 


Sept. 28-30. Annual convention, 
Direct Mail Advertising Association, 
Stevens Hotel, Chicago. 


Sept. 28-Oct. 1. Annual conven- 
tion, Association of National Adver- 
tisers, The Homestead, Hot Springs, 
Va. 

Oct. 8-9. Annual convention, Na- 
tional Advertising Agency Network, 
Washington, D. C. 


Oct. 182%. Fall convention, In- 
land Daily Press Association, Hotel 
Sherman, Chicago. 


Oct. 21-Nov. 3. Annual conven- 
tion, Financial Advertisers Associa- 
tion, Fort Worth, Tex. 


Peck Gets Blackstone 


Peck Advertising Agency, New 
York, has been appointed to handle 
the advertising of Blackstone Prod- 
ucts Company, New York, maker of 
Tasty-Lax, milk of magnesia, aspirin 
and a new headache remedy, Aspir- 
tone. Middle-western and Southern 
radio stations will carry spot broad- 
casts. Future plans are being de- 
veloped. 


Issues “Plumbing News” 


The first issue of National Plumb- 
ing & Heating Supply News was pub- 
lished June 1 by Theodore Feinstein, 
Boston. The paper, the official pub- 
lication of the National Supply As- 
sociation of America, Inc., will have 
a free circulation of 5,000. 


Gordon Promoted 


Harry Gordon has been named 
assistant managing director of the 
Institute of Public Relations, New 
York. Morton Savell, William S. 
Maulsby, Benjamin Lesk and Irving 
D. Robbins have been appointed ac- 
count directors. 


Matthews Opens Agency 


Jackson Matthews, formerly with 
Addressograph Company, Chicago, 
and Atwater Kent Foundation, New 
York, has announced the formation 
of Jackson Matthews, Inc., at 9 
Rockefeller Plaza, New York. 


Annual meeting, Na- | 


| 


| 


| 
| 
| 
} 
| 
| 


convention, |- 


35 Percherons 
Spread Fame of 
Black Horse Ale 


Montreal, Que., June 1.—It seems 
a far cry from the breeding of 
horses to the merchandising of ale, 
yet more than 10,000 farm horses 
sired by blooded Percheron §stal- 
lions are helping to spread the fame 
of Black Horse ale in Canada. They 
are the measure of growth of an 
unusual promotional activity inau- 
gurated seven years ago by Na- 
tional Breweries Ltd. of Montreal 
and now an important part of its 
advertising program. 

At the start four stallions were 
imported from France. Percherons 
were chosen because of their estab- 
lished black strain as well as their 
combination of strength and endur-: 
ance which make them ideal for 
work on Canadian farms. In the 
intervening years, the string has 
grown to 35. 

These pure-bred black horses 
have been sent to farming commu- 
nities for stud purposes and al- 
though there are no restrictions on 
the kind of mares to be served, a 
remarkably high class of foals has 
resulted. A small service fee is 
charged the farmer, but the money 
is returned to the community in the 
form of prizes at exhibitions and 
fairs. 

During the breeding seasons, the 
stallions are in charge of a corps 
of company men whose job it is to 
sell the farmers on the idea of 
using the black horse service and 
to make the communities conscious 
that the sale of Black Horse ale 
makes the service possible. 

The stallions are regularly shown 
at fairs and shows and in the larger 
ones compete for prizes. They have 
accounted for many championships 
at such events as the Quebec Pro- 
vincial Exhibition, Central Canada 
Exhibition in Ottawa, Canadian Na- 
tional Exhibition in Toronto and 
have been exhibited at the Inter- 
national Livestock Show in Chicago. 

Canadian as well as American ad- 
vertising of Black Horse ale is 
handled by Batten, Barton, Durstine 
& Osborn. 


$805,000 for Co-Ops 
The will of the late Edward A. 
Filene, filed for probate in Boston, 
provides for $805,000 for Consumer 
Distribution Corporation. 


156 Newspapers 
Scheduled for 
Heileman Copy 


La Crosse, Wis., June 2.—Delayed 
to some extent by unseasonable 
“beer weather,’ the summer cam- 
paign of G. Heileman Brewing Com- 
pany for its Old Style Lager swung 
into full stride this week with 156 
newspapers in ten states on the 
schedule for three insertions in|, 
June and four in July. While some 
copy appeared in May, a company 
spokesman said that full impetus 
had been delayed to gain the aid of 
hot summer days. 

The company has expanded its 
distribution since 1937, adding 
three states. Current copy builds 
much upon the beer’s flavor, its all- 
season appeal, the company’s 88- 
year reputation, and unique illus- 
trations occupying one-third of the 
180-line, single column space. 


Wins Good Position 


This layout is designed to lend 
itself particularly well to outside 
page position, and it was reported 
that this is being obtained in most 
instances by offering newspapers a 
choice of three dates on each adver- 
tisement. 

Territory covered in the drive in- 
cludes Illinois, Iowa, Kansas, Min- 
nesota, Wisconsin, North and South 
Dakota, Montana, Ohio, Nebraska 
and Pittsburgh. Copy is placed and 
paid for directly by the company 
with the exception of approximately 
one inch at the bottom of each in- 
sertion given to the distributor’s 
name and address. L. W. Ramsey 
Company, Chicago, is the agency. 


Cheese Drive Increased 


Switzerland Cheese Association 
has stepped up its advertising cam- 
paign in Metropolitan New York 
with insertions increased from 
twice a month to every week in 
eight newspapers. Window dis- 
plays, counter posters and recipe 
folders are being used as point-of- 
purchase aids. 


Ruby Resigns 

Walter Ruby has resigned as 
vice-president and sales director of 
American Spirits, Inc., and Com- 
pania Ron Carioca Distileria, New 
York. After a brief vacation, he 
will supervise the construction of 
a new factory for Jim Crax, Inc., 
novelty manufacturers, New York. 
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DUFFY REVEALS 
NEW FACTORS IN 
SPACE BUYING 


New York, June 1.—In the face of 
rapidly changing media trends, 
habit must be discarded as a factor 
in effective media selection, B. C. 
Duffy, vice-president in charge of 
marketing, Batten, Barton, Durstine 
& Osborn, Inc., declared before the 
recent midyear convention of the 
American Marketing Association. 

Pointing out that the days are 
gone “when advertising men look 
with skeptical eyes on new media,” 
Mr. Duffy emphasized the need for 
adjusting product, merchandising 
and advertising to changing condi- 
tions. Such intangibles as dealer in- 
fluence and merchandising value, he 
said, are being cast aside in favor of 


reaching the people who buy the 
product and “not necessarily the 
dealer who sells it.” 

“The best kind of dealer mer- 


chandising and advertising re-selling 
is accomplished by sending the cus- 
tomer into the dealer’s store for the 
advertised product,” he _ asserted. 
Today the vehicles to reach these 
people are available, he added, 
whereas 20 years ago opportunities 
to select a wide variety of media 
were limited. Marketing specialists 
should assist space buyers in “mak- 
ing the most of these new trends in 
media,” he said. 


“No” 


The ability to say “no” is one of 
the chief attributes of the space 
buyer, Mr. Duffy said, because “you 
can protect your clients’ advertising 
investment by saying ‘no’ more often 
than you can by saying ‘yes’.” Other 
qualifications of the space buyer were 
given as follows: 

Frankness to tell “just what he 
does not like about any given pub- 
lishing operations’; diplomacy to 
tell a client that “the magazine his 
wife likes best is not suited to carry 
his advertising’; experience, caution 
and enterprise. Only the resource- 
ful buyer can sense new trends and 
values, he said. 

In discussing 


Is Important 


circulation quality 


VisrLlLAts 
Designers & Builders 
CONVENTION - EXHIBITS 


WINDOW, se TEStaS .. TRAVELING DISPLAYS 


ADVERTISER'S DISPLAY STUDIOS 
825 So. Wabash Ave. = Chicago, Ill. - Webster 4236 


and market coverage, Mr. Duffy de- 
clared it is fallacious to buy space 
on the basis of the rate per 1,000. 
Analysis of the sales potential of se- 
lected markets is vital, he said. As 
an example he mentioned a 10,000- 
line newspaper schedule represent- 
ing an expenditure of $20 per 1,000 
population for the city zone, and $10 
for the city and retail zones. 

“Many advertisers do not sell out- 
side the city and retail zones,” he 
remarked. “A bread advertiser, for 
example, where the delivery factor 
enters into the problem, usually sells 
within a limited area around the 
city. If it costs $10 per 1,000 popu- 
lation in the city and retail zones of 
one market and $3 per 1,000 popu- 
lation in another, somebody has to 
decide whether or not 1,000 people 
in the first can eat three times as 
much of a given product.” 


Quality Is Essential 


Circulation volume and rate per 
1,000 readers are likewise indefinite 
guides in the purchase of magazine 
space, he said. There is no formula 
which says that the publication with 
the most circulation should carry the 
most advertising, he declared, point- 
ing out that Time and Vogue “both 


rank high in advertising volume 
with relatively small circulation 
totals.” 


“Circulation does not worry me if 
it is good circulation,” he said. “Fur- 
thermore, a good magazine deserves 
a high advertising rate.’ He listed | 
a number of magazines that carried 
a large volume of advertising in 
1937 and said that they possess “an 
editorial identity that is recognized | 
at a glance.” 

“In my opinion there has been too 
much of an effort by magazines to 
keep in line with competition,” he 
continued, “whereas a change in 
editorial technique, circulation 
methods, or in some of the other fac- 
tors which would separate their book 
from competition would be desirable. 
The advertiser is always ready to pay 
a rate comparable to value received. 

“When publications maintain cir- 
culation levels and advertising rates 
in a competitive tield, it is bad busi- 
ness for the advertiser and what is 
bad for the advertiser is bad for the 
publisher. Unfortunately, however, 
advertising volume has_ influenced 
the thinking of some publishers. The 
publishers think the advertiser wants 
circulation volume and apparently 
some do. All this, of course, has 
been the subject of habit and there 
is no place in this business for | 
people who let habits rule their 
operations.” 


Adds St. Moritz 


St. Moritz-on-the-Park, New York 
hotel, has appointed Swafford «& | 
Koehl, Inc., New York, to handle | 


its advertising. | 


| Edna Blanton, 


| for 


EMBLEM TO BE USED BY PAPER BOX MANUFACTURERS 


Employes Pick 
Bargains for 
Chain Special 


Pensacola, Fla., June 2.—Capitaliz- 
ing the fact that the humble, too, 
have friends, who are more likely to 
attach faith to their disinterested 
statements than to those of higher 
executives, the J. C. Penny store 
here gave employes carte blanche last 
week in selecting a product to be ad- 
vertised over the photograph and 
signature of each. The chain store 
reported one of the most successful 
days in its history. 

Five-column advertisements in the 
News and Journal carried “Employes’ 
Day” to readers with the explanation 
that “We, the folks behind the 
counters, have been given a _ free 
hand to select for our Pensacola cus- 
tomers a thrilling array of special 
features. 
you want-——-we think we've 
and our prices are right.” 

Individual selections of some 


got 


of 


|the employes were featured as fol- 


lows: L. A. McPhail, assistant man- 
ager: “My personal selection is this 
outstanding lot of suits; they were 
bought to sell for much more.” Mrs. 
drapery department: 


'“IT asked for a real priscilla curtain 


my special; and here it is.” 


SURE, IT WAS IN “GETTING 
PERSONAL” IN ADVERTISING 
AGE THIS WEEK 


# 


We ought to know what | 
it— | 


| 


Glean Facts 
from History 
for Beer Copy 


Chicago, June 2.—Taking a leaf 
from the work of the United Brew- 
ers Industrial Foundation, Atlantic 
Brewing Company, Chicago, has 
launched a 24-week series of Tavern 
Pale “Graf-i-Facts” in Chicago news- 
papers, featuring highlights from the 
long history of beer and brewing. 

A standard head surmounts a line 
drawing illustrating the particular 
“Did You Know?” being propounded. 
This is tied up with another “Did 
You Know?” explaining that the At- 
lantic Brewing Company’s certificate 
of approval is awarded only to dealers 
meeting its high standards of busi- 
ness practice. Retail outlets have 
expressed great pleasure over this en- 
dorsement. Only a few lines of di- 
rect selling copy is employed. 

Facts About Beer 

The pictorial series reveals much 
deep but successful digging for his- 
torial background. One advertise- 
ment asserts that Samuel Adams, 
among other revolutionary leaders, 
was a brewer. Another relates that 
lack of beer changed the course of 
the Mayflower. A third discloses 
that America’s first brewery was 
built on what is now Wall street. 

Leo Lederer, vice-president of At- 
lantic, believes that this lore of the 
industry will give the public a higher 
appreciation of beer and help sales of 
all companies. Martin A. Pokrass 
Advertising Agency is in charge. 


Herbert Water Renamed 
Newark Club President 


Herbert S. Water, sales manager 
of Kresge Department Store, has 
been re-elected president of the Ad- 
vertising Club of Newark, N. J. J. 
Douglas Gessford, president of New- 
ark Suburban Newspapers, was re- 
named secretary. 

Others elected are Gilbert Galk, 
business manager of the Newark 
Star-Eagle, first honorary vice-presi- 
dent; Theodore §S. Fettinger, presi- 
dent, United Advertising Agency, 
second honorary vice-president; 
Harry A. Wapshare, first vice-presi- 
dent; J. S. Lasky, president, Lasky 
Company, Inc., second vice-president, 
and Edgar B. Wolfe, United States 
Advertising Corporation, treasurer. 


Pellegrin to CSBS 


Frank E. Pellegrin has been named 
sales manager of Central States 
Broadcasting System, Omaha, effec- 
tive June 20. He was formerly direc- 
tor of publicity and assistant pro- 
fessor of journalism at Creighton 
University, Omaha. 


Introduce Blackberro 


Alvin Austin Company, New 
York, will use daily newspapers to 
promote Blackberro, a new alco- 
holic beverage. 


Emblem Adopted 
by Paper Box 
Manufacturers 


Cleveland, May 31.—The Nationa) 
Paper Box Manufacturers Assogjg. 
tion last week adopted an official “hay; 
mark” as emblematic of its products 
and services. The trade-mark, to he 
used in panel form on the side g 
trucks, was presented for considers. 
tion by J. Edgar Monney, presidep; 
of the New Jersey Box Craft Bureay 
George Sweitzer, New York designer 
created the emblem. 

The “hall mark” is in the shay 
of an artist’s pallet with a raise 
white box in the center, and th 
words, “Better Goods Are Bette 
Boxed,” surrounding it. The slop 
ing edge of the pallet is in blue, the 
lettering is in red, box in white ang 
general surface in chromium plate 
The letters are of baked ename), 
recessed in. 


Lag in Selling 


Charles A. Breskin, publisher o 
Modern Packaging, New York, ge 
verely criticized the National Paper 
Box Manufacturers Association for 
not aggressively pushing its prod. 
ucts. He has yet to see, he said, any 
one do a real job of selling on the 
advantages of set-up paper boxes, 
The few localized attempts made 
have been mere amateur efforts to 
jam the product down the throats 
of prospective users. 


Yates Elected Head 
of Fort Worth Club 


Thomas L. Yates, Advertising. 
Business Company, has been elected 
president of the Advertising Club of 
Fort Worth, Tex., succeeding DeWitt 
Morgan, Morgan & Co. 

Cc. C. Johnson, Jr., Stafford-Low- 
don, is first vice-president; Sam 
Bennett, KTAT manager, second 
vice-president, and C. B. Spence, ad- 
vertising manager, Monnig’s Depart: 
ment Store, secretary-treasurer. 


Shell Dealers Receive 
‘Housekeeping’ Emblems 


Cooperating with Good Housekeep- 
ing in a movement toward cleaner 
and more sanitary service station 
rest rooms, Shell Union Oil Corpora- 
tion dealers are being equipped with 
“White Crosses of Cleanliness,” signi 
fying their determination to maintain 
the 15 standards set up by Dr. Wal- 
ter H. Eddy, director of the Good 
Housekeeping Bureau. 


Jacksonville Club 
Names Wand Leader 


J. Ben Wand, publisher of South- 
ern Lumber Journal and Southern 
Hotel Journal, has been elected presi 
dent of the Advertising Club of Jack- 
sonville, Fla. 

Al Miller is first vice-president, 
Garnett Andrews, second vice-presr 
dent; Hazel McDade, secretary, and 
M. T. Respess, treasurer. 


Dinsdale to Morner 


A. Dinsdale has joined Morne! 
Production, Inc., New York, as vice 
president in charge of production. 
His new duties will cover live radio 
programs, electrical transcriptions, 
sound slide-films, and industrial me 
tion pictures. He was formerly pro 
duction manager of AudiVision, Inc. 
New York. 


Kissileff to Holmes 


Adolph J. Kissileff, formerly with 
Reuben H. Donnelley Company, 
Pittsburgh, has joined _ Roger 
Holmes Company, Philadelphia, 4 
vice-president in charge of distribu- 
tion. 
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What's holding back 
your printing...high cost? 


Then discover the advantages of low-cost 
Burgess Offset-Planography! It offers you 
real economy and quality as well! No 
costly engravings; no expensive makeready 
or lock-up; saves typesetting costs. Many 
economies possible. Whatever your needs 
—folders, bulletins, sules letters, forms, 
catalogs, price lists—in large or sma 
quantity, in color or black-and-white, it 
will pay you to investigate. Write Dept. A 
today! 


J. A. BURGESS @ co. 
Div. R. C. 
173 W. Madison Stns Chicag° 
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VOID FRILLS, 
FIMER ADVISES 
DIRECT MAILERS 


‘hicago, June 1.—Select prospects 


et care, use sales letters with 
- nty of “how” and forget about 
= ; mailing, enclosures and return 
- eards--this was the direct mail 
* ess formula presented to the Di- 
De t Mail Advertising Club of Chi- 
ed 6) today by E. J. Heimer, vice- 
he sident, sales and advertising man- 
rer er of the Barrett-Cravens Com- 
Op ny, industrial equipment manufac- 
he rer. ; 
nd rar from dogmatic, Mr. Heimer 
te, i( that “what’s soup for us may 
el, poison for you,” and that the 

pnique he outlined might not be 

plicable to other fields. 

5°, for Advertising 

S Barrett-Cravens spends five per 
- nt of its anticipated volume in ad- 
op Weertising, Mr. Heimer said, with ap- 
od. oximately 85 per cent of this 
ny Mgcget devoted to direct mail. This is 
he ontinuous campaign, planned from 
e8, ’ to 12 months in advance and de- 
de —Pgmgned to obtain quality rather than 
to antity returns. 
its Mgthe prospect list includes 42,000 


Bes divided into three groups ac- 


rding to the annual volume of 
siness. Those whose volume is in 
» higher brackets receive mail- 
ib Himes once a month. The second 


up gets eight mailings a year, the 


ed rd. four. Letters, used exclusively 
of these mailings, make no pretense 
itt being “individually written,” nor 

Mes the company believe that the 
- le or content need be changed if 
Ss t > letter brings results. One of the 
d- mpany’s letters, Mr. Heimer said, 
rt- s been used without variation for 

years, 
Insures Complete Reading 

1s ‘opy in these letters, he stressed, 
. certain to begin with a “how” 
os itence, such as “Do you know how 
on pny truckers you employ?” This 


“a oids the probability of a negative 


th ply and generally insures a com- 
ni- fete reading. 
in Mr. Heimer emphasized the value 
fl @ colorful letterheads accompanied 
th illustrations of the product, re- 
@iling that in several instances let- 
s had been mailed blank through 
Reident, to be returned with one 
or the products circled and the re- 
- 4 est “Please send me more informa- 
en m about this.” Inquiries are re- 
. erred to salesmen but are also fol- 
wed up by the company just as 
t: ough the salesmen were not on the 
si- b 
nd 4 
Uses “Reward” Plan 
pAn additional stimulant to the 
les force is a “reward” plan. No 
' formula is involved, but each 
4 ‘sman turning in an order some- 
io hat out of the ordinary is the re- 
is, Plent of a gift. The salesman who 
0- bsn't turned in any orders for three 
0- onths is also cheered with a gift 
C., times, 
Bulwarking the company’s direct 
‘il Program are two catalogs. The 
‘sest_ is approximately 148 pages 
th ‘ contains several hundred illus- 
y; ‘uons. It is issued annually, while 
c lunior catalog of 60 pages is dis- 


1: “uted by salesmen. Space is also 
ed in several equipment directories. 


STUDY 
FRANK H. YOUNG’S 


OVERTISING LAYOUT COURSE 
AT HOME 


ete needs and amply 
Netained, able layout 
Baan for the first time 
ty npa2lU are, you can 
pinder Supervision of 
rns: internationally 
-.) 2@d authority, 
al course 


of Art. 
y advertising executives, art directors. 
* and professionals in advertising, art, 

Learn and apply layout principles— 
criticism by mail. Moderate cost. 
€ details. 
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Freeman with Kopmeyer 


W. Abner Freeman has joined M. 
R. Kopmeyer Company, Louisville, 
Ky., to specialize in distillery ac- 
counts. The agency has enlarged its 
quarters in the Realty bldg. 


Gets Air Purifiers 


The Interstate Sanitation Com- 
pany, Ine., Cincinnati, manufactur- 
er of air purifiers, has appointed 


The Keelor & Stites Company, Cin- 
cinnati, as advertising counsel. 


Resigns Munsingwear 


Roche, Williams & Cunnyngham, 
Inc., Chicago, has resigned the ac- 
count of The Munsingwear Corpora- 
tion, Minneapolis, effective July 1, 
the agency announced last week. 


Frost Adds Account 


Paine Furniture Company, Boston, 
has appointed Harry M. Frost Com- 
pany, Boston, to handle its news- 
paper, radio, outdoor and car card 
advertising. 


Raincoats toR & R 


The Alligator Company, St. Louis, 
manufacturer of Alligator raincoats, 
Galecoats and other waterproof ap- 
parel, has appointed Ruthrauff & 
Ryan, Inc., Chicago, as advertising 
agency. Magazines will be used. 


Lovell Opens Studio 


Robert J. Lovell Associates has 
opened new studios at 521 Lexington 
avenue, New York. Mr. Lovell was 
formerly with Butterick Publishing 
Company and Pettingell & Fenton. 


Joins Southern Comics 


Atlanta Constitution has been 
added to the Southern Comic Group, 
according to Robert A. Travis, presi- 
dent, Comic Section Advertising Cor- 
poration, New York. 


Gets Goodman Furniture 

Goodman Furniture Company, 
Jersey City, has named Dundes & 
Frank, Inc., New York, to direct its 
advertising. Metropolitan New York 
newspapers will be used. 


Haefele Transferred 
David M. Haefele has been trans- 
ferred from the Boston sales staff of 
The Christian Science Monitor to the 
Los Angeles office. 


Foster Is Salesman 
Robert C. Foster, formerly in 
charge of media for Lavin & Co., 
Boston, has joined M. L. Tyler, New 


ny Frank H. Young, Di 
dent. c. mH. 8, Director 
C-68, 25 E. Jackson Bivd., Chicago, III. 


Fngland publishers’ representatives, 


CHESTERFIELD WINDOW TAKES TIMELY TURN 


+ 


Gay Tes 


This June display for Liggett & Myers is telling the same story related by its 
The display was lithographed by Forbes Lithograph Company, 
Boston. 


Stewart-Warner 
Adds Ranges to 
Growing Family 


Chicago, June 2.—Price appeal and 
“gadgetless” design were set forth 
yesterday as major sources of copy 
ammunition for Stewart-Warner 
Corporation’s new line of radios in 
campaign plans outlined to distribu- 
tors by company executives here. 
Similar emphasis on price will ap- 
pear in advertising for the com- 
pany’s refrigerators and gas ranges, 
the latter being newly added to the 
line. 

John F. Ditzell, sales manager of 
the radio and refrigerator division, 
predicted that radio sales would ex- 
ceed the general level of business, 
even though many purchases will 
come under the heading of “necessi- 
tious shopping.” Anticipating this 
trend, Stewart-Warner’s prices on 
its radios are the lowest in the com- 
pany’s history, ranging from $14.95 
to $109.95. 

Stewart-Warner believes that the 
public will shy away from radio sets 
encumbered by devices not actually 


essential to reception and _ tone 
value, and the company’s new 
models were designed on_ this 


theory. All sets, however, have the 


Magic Keyboard—push button tun- 
ing. 
Advertising for radios, refrigera- 


tors and the new gas ranges will be 
placed chiefly through distributors, 
with newspapers getting the bulk of 
the copy. A magazine schedule is 
also contemplated, although definite 
plans have not yet been released. 

The Horace Heidt NBC show 
which at present is used in promo- 
tion for refrigerators and Alemite 
will henceforth be used exclusively 
for Alemite. This show is to con- 
tinue through the summer. 

The new ranges bear the trade 
name Sav-A-Step, the same as that 
for the refrigerator line. Four 
models are offered, the larger one in- 
cluding sueh conveniences as oven 
heat control, timing clock, electric 
lamp and other accessories. 

Hays MacFarland & Co., Chicago, 
is the Stewart-Warner agency. 


Gets Dyeing Account 

Modern Central Dyeing & Finish- 
ing Company, Paterson, N. J., has 
appointed Mac Gurney Advertising, 


| Boston. 


Inc., New York, to handle its account. 


Preussner to Craftype 
William Preussner, formerly pro- 
duction manager of Kenyon & Eck- 
hardt, Inc., New York, and more re- 
cently with F. W. Schmidt, has been 
appointed sales manager of Craftype 
Press, Inc., New York. 


Koff with Big Store 


Henry Koff has been appointed ad- 
vertising manager of Big Store 
Company, Cincinnati, succeeding Eu- 
gene Dobbs, resigned. Mr. Koff was 
formerly advertising manager of Ad- 
ler & Childs, Dayton, O. 


Issues “Seafood Buyer” 


Seafood Buyer, new monthly, has 
been started by P. G. Lamson, pub- 
lisher, and Gardner Lamson, man- 


ager, at Goffstown, N. H. 


Golovin for Whitley 


Willard B. Golovin, Inc., New 
York, has been appointed to place 
the account of Whitley Tailleurs, 
New York. Newspapers will be used 
for its Feather-wate summer suit 
line. 


Cartmell Opens Studio 


Nat Cartmell has opened a com- 
mercial art studio at 118 Ledger 
bldg., Fort Worth. He was former- 
ly with Texas Engraving Company, 
Houston. 


WRVA Increases Power 


Station WRVA, Richmond, Va., 
has been authorized to install a new 
50,000-watt transmitter, which will 
be on the air Oct. 1. The station 
has issued a new rate card. 


Advertisers, ever 


A SELBY SHOE 


NEWSPAPER MAT SERVICE 


504 SHERMAN STREET @ 
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FAITHORN 
CORPORATION 


AD-SETTING ¢ ENGRAVING o PRINTING 


ywhere, are using 


-FAITHORN 3- 


AITHORN’S famous“‘Non-Stop’’ route gets you there 

with streamline speed and absolute smoothness. It's 
just one contact, from the time you turn the job over to 
Faithorn . . . until Faithorn ships the job back to you... 
complete and perfect in every detail . . . engravings, 
typesetting and printing. Distance means nothing to our 
clients—they come from New York, Ohio, Missouri, New 
Mexico, Pennsylvania, Michigan and other distant points. 
Let us demonstrate the value of Faithorn 3-in-1 Complete 
Service on your next job. Write, or phone Wabash 7820. 


Another Pat on the Back!] 


in-1 SERVICE 


PRINTING 


CHICAGO © WABASH 7820 


DAY AND NIGHT SERVICE 
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Snapped as they ended a hop from Dayton to New York to week-end with R. H. 


ADVERTISING MEN ARE GRANT'S GUESTS 


p P idl. song . 
iam e sus. 
¢ Wf ; 


a 


Grant, General Motors vice-president, at Normandy Farms, left to right, Quentin 
Reynolds, sports editor, Collier's; Mr. Grant; Arthur Kudner, New York agency | 
head and owner of the plane; Mrs. Kudner; Lee Olwell, Hearst executive, and | 

Paul W. Garrett, director of public relations, General Motors. 


Sremution Copy 
17.7% Off from 


Chicago, June 2.—Promotional lin- 


age placed in the advertising press | 


during May was 17.7 per cent less 
than the previous month, according 
to a report released here today. 

The May total of 204,316 lines was 
43,946 lines less than the 248,262 line 
total for the month of April. Com- 
pared with the same month of last 
year, May showed a loss of 103,594 
lines or 33.53 per cent from the 308,- 
910 line total for that month. 

Newspapers led in the amount of 
space used with 53,438 lines or 26.15 
per cent of the total linage, followed 
closely by ,magazines with 43,764 
lines or 21.41 per cent of the total. 
Other important classifications and 
the amount of space used by each 
are as follows: radio, 25,858 lines or 
12.65 per cent; advertising produc- 
tion, 14,574 lines or 7.13 per cent; 
business papers, 11,914 lines or 5.83 
per cent; and farm papers, 10,850 
lines or 5.31 per cent. 

Publications on which this report 
is based and their May linage records 
are as follows: 


ADVERTISING AGE (W)........ 86,674 
Advertising & Selling (m)... 19,880 
Prenutere’ Tn CW) occccvicvcss 26,362 
Printers’ Ink Monthly....... 20,034 
Sales Management (sm)..... 28,798 
eee CUED kc. Ge seeb i eon aewss 22,568 


Adds Mrs. Rusling 


Mrs. Ruth N. Rusling has joined 
O'Dea, Sheldon & Canaday, Inc., New 
York, as a writer and fashion direc- 


tor. She was formerly fashion editor 
of New York Times and worked on 
fashion accounts’ for Calkins & 
Holden. 


\ 


WW 
sant 


| New York, has 


Previous Month 
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| Mackay-Spaulding Gets 


Movie Money, Shavette 


Mackay-Spaulding Company, Inc., | 
been appointed by 
Standard Syndicated Service, Inc., 
copyright owners of a newspaper pro- 
motion, Movie Money, to direct its 
advertising. Dayton Herald and Cin- 
cinnati Post have taken the feature. 

The agency has also been named 
by Shavettes, a new type of shaving 
preparation in granular form. A ten 
weeks’ test campaign in the Dayton 
Herald will be used. 


Westinghouse Moves 
Radio Headquarters 


The headquarters organization of 
Westinghouse radio stations has 
moved to 2519 Wilkens avenue, Bal- 
timore. 

Westinghouse stations include 
KDKA, Pittsburgh; KYW, Philadel- 
phia; WBZ, Boston; WBZA, Spring- 
field, Mass., and WOWO-WGL, Fort 
Wayne, Ind. 


Issues Air Paper 


Transcontinental & Western Air, 
Inc., Kansas City, Mo., has issued the 
first number of “TWA Skyway Trav- 
eler.”” Every passenger aboard TWA 
skyliners was handed the paper May 
20, the 11th anniversary of Lind- 
bergh’s Atlantie solo flight. 


Ranges to Gear-Murray 

Gear-Murray Company, Oshkosh, 
Wis., has been appointed to handle 
the account of Malleable Iron Range 
Company, Beaver Dam, Wis., maker 
of Monarch electric, gas and coal- 
wood kitchen ranges. Kenneth C. 
Smith is account executive. 


Ghiselin Changes 
Robert S. Ghiselin, formerly vice- 
president of McJunkin Advertlsing 
Company, Chicago, has_ joined 
Reincke-Ellis-Younggreen & Finn, 
Chicago, as vice-president and ac- 
count executive. 


Getting Personal 


Following their marriage in Rutherford, N. J., last Saturday, Bur- 
ton E. Vaughan (a.e. at Arthur Kudner) and his bride are honeymoon- 
ing in Bermuda. . . Ed Lowell, NBC transcription division, and Martha 
Howard, of the network’s sales department, will tie the knot on June 
10. . . We're sorry, Myron L. Silton (Advertising Management, Inc., 
Boston), that we called you Smith a fortnight ago in speaking of your 
forthcoming marriage. . . 


Unbeknown to the hundreds 
of admen who enter and leave 
the McGraw-Hill building, New 
York, every day, important ex- 
periments in television are being 
conducted in the penthouse, 34 
stories above the street. Keith 
Henney, editor, Electronics, and 
his confreres have built a _ spe- 
cial receiver which is enabling 
them to keep up with develop- 
ments. The most distinguished 
visitor to the laboratory thus far 
was Helen Keller, who “viewed” 
the images a few days ago with 


the aid of her secretary, Polly 
Thompson... 

Cc. F. Buescher, president, 
The Musterole Company, took 


time out last week to inspect the 
appointments of the New York 
Ad Club, comparing them (men- 
tally, of course) with his own 
Cleveland Club. He liked the 
Gotham setup. . . 


SWAP OPINIONS—George E. Loder, 
(standing), president, National Process 
Company, chats with A. P. Henry, buyer 
of printing, United States Rubber Com- 


Along with hordes of holiday if 
pany, at a reception at the former's plant. 


tourists, Irwin A. Vladimir, who 
looks after the Maxon, Inc., for- ~ 
eign division, sailed Friday on the Santa Elena to Venezuela and 
Colombia. .. Only a day later Wendell P. and Mrs. Colton left for Italy 
aboard the Conte de Savoia. .. And Kathleen Goldsmith, the public rela- 
tions counselor who’s active in the Advertising Women of New York, 
sailed for a three-month visit to England. She'll attend the Interna- 
tional Advertising Convention in Glasgow, too. . . 


John H. Ryder, Norm Advertising, is trying to enlist New York ad- 
men in the Big Brother Movement. .. Boston walked off with the “On- 
to-the-AFA-Convention” honors in Paul Wing’s spelling bee over the 
NBC network Friday night. Norman S. Rose, a.m., Christian Science 
Monitor, copped first prize, a ride from South Station Boston to De- 
troit and back to Churchville, N. Y.; Lou Glaser, agency head, was sec- 
ond; he’ll ride from South Station to Highgate, Ont.; G. Lynn Sumner, 
New York, took third place, from New York to Maidstone, Ont., will be 
his reward; and J. H. Kenner, Better Business Bureau, will reap the 
benefits of fourth place, from New York to Welland, Ont.. . 


Now that Charles L. Playfair has returned to Johannesburg, South 
Africa, to become advertising director of African Associated Newspapers, 
Inc., Pierre S. de Wet has taken over his desk in the New York office. 
... John Taylor, Compton Agency radio program manager, has just re- 
turned from Chicago to pack his bags for a two-week vacation. . . Fred 
Wile, assistant manager of the Y. & R. radio department, is the papa of 
a new baby girl, Halle by name. She’s his second... 


No sooner had F.P.A. returned to the New York Post with his “Con- 
ning Tower” than the bard bug was biting again. Chief victim was Ed 
Anthony of the Crowell promotion department. He passed along such 
self-revealing lines as: ‘“‘“My work and I have suffered much because of 
your bewitching touch. The Crowell mags must suffer now that once 
again you’ve made your bow; and I must slave for you instead of help- 
ing Collier’s get ahead.” ... 


W. Frank McClure, executive v.p., Critchfield & Co., Chicago, was 
the speaker at a recent meeting of the National Home Study Council 
at the Hotel LaSalle. The council is made up of leading correspond- 
ence schools in the United States. .. Harvey Day, Jr., of Variety adver- 
tising staff, is the proud father of a new daughter born May 20... 


KSL’s president, Sylvester Q. Cannon, is en route -home to Salt 
Lake City from a six weeks’ tour of the Hawaiian Isles. Joseph 
Furth, account executive for J. L. Stewart & Co., is recovering satis- 
tactorily from an appendectomy at the American Hospital in Chicago. 
... Gordon LeRoy Rayner, Boston advertising counselor, will soon walk 
matrimony lane with Mary C. McGrath. . . 


Ahead of the June rush: Budd Gore, promotion manager, 
Chicago Daily News, and Margaret Masterson, formerly in the sales 
promotion department, who were married at the end of May. Linotype 
is their dog. . . ; 

College news dep’t.: Curtis W. McGraw, McGraw-Hill Publishing 
Company, has been elected alumni representative on the University 
Council on Athletics at Princeton. Lorimer B. Slocum, J. M. Mathes, 
Inc., is chairman of the committee to nominate alumni trustees. 
Earl E. May, president of KMA, Shenandoah, Ia., will receive an honor- 
ary degyee of doctor of laws at commencement exercises of Tarkio 
College, Tarkio, Mo., for being an “outstanding executive” of South- 
western Iowa. . . 


What happens when magazine promotion men go in for sports was 
shown recently when the entire Macfadden Women’s Group staff 
raided the liniment closet. Wes Jones did a Prince of Wales from a 
horse; Ralph Noble twisted an ankle on a Briarcliff tennis court; 
William Pompilio, staff artist, smashed his car; George O’Connor got 
dunked in the Hudson in the Albany-New York outboard marathon; and 
Robert Gonzales, playing on a local nine, shagged a fly ball and two 
broken fingers. For sale: one pair riding boots; one tennis racket: 
one used car; one outboard motor; and one outfielder’s glove. all al- 
most new. .. That new book on sale in drug stores and other outlets, 
entitled “How to Suntan for Health and Fun,” is co-authored by Allen 
Klein, copywriter for Murray Breese Associates. .. A group of adver- 

' tising and sales executives have formed the Wine and Liquor -Club of 
America and taken possession of the quarters of the old Motion Picture 
Club in New York. Si Moskowitz, Schenley Products, is president, and 
Joseph J. Morrell, Fruit Industries, vice-president. 

When Ada Mullen, secretary to NBC’s Dan Tuthill, underwent an 
appendicitis operation, artists’ service office wags wired her: 
“Congratulations on your successful opening.” To which she wired 


back: “Encores painful. Please book no further engagements!” 


NEED NO AERIAL 
FOR G-E RADI 
COPY WILL $I 


New York, June 1.—With ,, 
models for 1939 scheduled to aD 
about July 1, General Electrie ; 
pany’s radio division is Whippig 
into shape the final details of, , 
tional campaign embracing 
papers, outdoor advertising ang g, 
radio announcements. The 
theme will center about three jj, 
lighted product features to be }, 
alded as the “three scoops.” 7, 
insertion will come late in the gy 
mer. 

Merchandising activity on the » 
line started with a meeting of j 
tributors and the field organizaii, 
in Bridgeport, at the close of yy 
three headquarters groups begga, 
tour of the country which will ey, 
43 cities and blanket the princi, 
markets with dealer meetings, — 

The three features around wh 
the G-E story for 1939 is to be }yj 
are keyboard touch tuning, an 
provement over the automatic py 
tuning used previously, an automaj 
pre-selector and the “beam-scoy 
the latter eliminating necessity ; 
an outside aerial. Keyboard ty 
tuning will permit the continua 
of remote control. 


Heavy Newspaper Schedule 


Consumer merchandising actiriy 
will center in the newspaper cy 
paign scheduled thus far, in 105 citig 
| Others are to be added, however 
fore the first insertion. Space to 
used will be of two sizes, 1,000-line 
| 800-line. Broadcasting will be 
fined to local spot announcemey 
over individual stations. Maxon, I 
is the agency. 

Dealer promotion will include 


with recordings by Dale Carnegi 
R. C. Borden and E. H. Vogel. Na 


during the past year in a natiou 
survey covering hundreds of suc 
ful retail outlets. 


Kennally on Board 


Thomas A. Kennaily, sales l 
ager of Philco Radio & Televisil 
Corporation, Philadelphia, has * 
elected a director. 


“You” Moves 


You Publishing Company ® 
moved from 724 Fifth avenue, 
York. to larger quarters at ™ 
Fifth avenue. 


Barnard to Criterion — 
Fred R. Barnard, who has 


with Street Railways Advertisit 
Company for 28 years, has Jom 
Criterion Advertising Compal 


New York. 


COLLINS. 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVESS 
IN CHICAGO 


this year is the G-E radio keybougy 
selling plan, based qn facts gather 


& 


June 6. 
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ADVERTISING AGE 25 


_ 


J. A. Bolger, plant manager for Glenmore Distilleries Company, and H. S. Barton, 
vice-president and master distiller, make a ceremony over the 1,000,000th case 
of Kentucky Tavern produced at Owensboro, Ky. Mr. Barton has been featured 


in Glenmore 


|,000,000TH CASE OF KENTUCKY TAVERN 


advertising. 


PIT STUDENT 
IS VICTOR IN 
ESSAY CONTEST 


Canadian Youth First in High 
School Division 


(Continued from Page 1) 
sity, whose home is in San Juan 
Beautista, Cal. 

Kenneth L. Wilson, Houghton Col- 
lege, Houghton, N. Y., who lives in 
Pittsburgh. 

Morris Friedman, College of the 
City of New York, who lives in 
Brooklyn. 

Edwin H. Sonnecken, Northwest- 


| ern University, who lives in Rock- 
. ford, Ill. 


Winners of honorable mentions in 
the high school division again pre- 
sented without reference to the order 
in which they were chosen, are: 

Betty Jane De Young, Central 


| High School, Detroit. 


Helen L. Deen, Riley High School, 
South Bend, Ind. 

Gertrude Ann Sepel, Atherton High 
School for Girls, Louisville, Ky. 

Jean Frances Taylor, Bennett High 
School, Buffalo. 

Margaret Mary O’Donnell, Mount 
Mercy Academy, Buffalo. 

Jim Fuhry, Shorewood High 
School, Shorewood, Wis. 

Hartley E. Foss, Mountain Iron 
High School, Mountain Iron, Minn. 
Rosalie Meyer, Central Collegiate 
Institute, Regina, Sask. 

William S. Edge, Jr., Staatsburg, 
N. Y., High School. 

Lois Margaret Wells, Central High 
School, Grand Rapids, Mich. 


Will Sell Insurance 


Despite the fact that his prize-win- 
uing essay demonstrates his ability 
> tak Straight about advertising, 
aul Betz indicates that he has no 
intention of attempting to make a 
— for himself in the advertising 
rc On the contrary, he advised 
rs ERTISING Ace that upon gradua- 
oe from Pittsburgh next week, he 
igre to try his hand at the sale 
: nsurance with the Pittsburgh 
a of National Life Insurance 
°mpany of Vermont. 
He is 22 years old, and his prin- 
hobby is music. “While at the 
oy pt Sity of Pittsburgh,” he reports, 
— played the tuba in the Pitt 
a ang served as assistant student 
Pea For my own amusement 
le y the trumpet and piano and col- 
: Phonograph records.” 
ma oe Foley, the high school win- 

18 18 and will be graduated from 


ci 


ja cabinet member of the student 


school this month. He is interested 
in journalism or advertising as a 
profession, and has been active in 
student activities. 

“My main interests,” he reports, 
“are Collegiate Cadet Corps (Officer 
Commanding), Collegiate Literary 
Society, Boy Scouts (King Scout, 
now A. S. M.), and the Young Peo- 
ple’s Society of my church. My hob- 
bies are hiking and camping, fenc- 
ing and photography.” 

Arthur Macfarlane, who won sec- 
ond place in the college division, is 
24 years old and has just been grad- 
uated from the college of commerce 
at the University of California. He 
is “now looking for a job in advertis- 
ing or selling.” 


Lover of Bulletins 


“My hobbies,” he told ADVERTISING 
Acs, “are photography and the pub- 
lishing of mimeographed weekly 
bulletins for the Y.M.C.A. I have 
been a Cubmaster of two Cub Scout 
Packs and have been active in Chris- 
tian Endeavor work. 

“I was advertising manager of my 
high school paper. In Taft Junior 
College I earned my letter in track, 
and was student Y.M.C.A. president 
and school social chairman. 

“At the University of California I 
played the clarinet in the band, was 
a member of the Band Honor Society, 


Y.M.C.A., and a Big Brother in the 
Y’s crime prevention program with 
the Berkeley Police Department.” 

Florence Shultz, second place win- 
ner in the high school division, just 
turned 17 last March, and was grad- 
uated from her high school last 
month, garnering the honor of being 
valedictorian of her class, as well 
as recipient of a scholastic key from 
the school. 


Aspires to Advertising 


Henry Shull, who won the third 
college award, will be 20 years old 
June 17, and has just completed his 
sophomore year at Southern Metho- 
dist. He has his heart set on being 
an advertising man, and plans tc 
enter Northwestern University as a 
junior next fall. 

The judges who had the difficult 
task of selecting the winning essays 
from among the thousands submitted 
were: 

Professor Fred E. Clark, head of 
the department of marketing and 
management, Northwestern Univer- 
sity, and president, American Mar- 
keting Association; Dr. Herbert W. 
Hess, professor of marketing, Whar- 
ton School of Finance and Com- 
merce, University of Pennsylvania; 
Thomas Robb, formerly manager, 
Sales Promotion Division, National 
Retail Dry Goods Association; Mrs. 
William Dick Sporborg, chairman, 
consumer’ educational committee, 
General Federation of Women’s 
Clubs; and G. D. Crain, Jr., publisher, 


ADVERTISING AGE. 


INDUSTRI 
MARKETING 
MAY 1938 tort as an aniote to binissh 


ing Sales « Research in Advertising « Putting Life into the 
Catalog « Value of Concentration in Advertising « Pro- 
moting Replacement Part Sales « How Industrials Use Radio 


To merchandising, advertising and agency executives whose primary oy 
task is to sell goods or services to business and industry, rather than 
_ to the general public, INDUSTRIAL MARKETING is far more than a 
7 business paper. It is a vital. inseparable cog in the merchandising 
- picture. Industrial marketers take it seriously, as part of their business 
and part of themselves. os a : 


occupies in its field is presented in connection with the sound-slide film 
featuring the Copy Chasers which INDUSTRIAL MARKETING has 
shown to record-breaking attendances at meetings of industrial mer- 
chandising executives in a score of cities throughout the East and Middl 


e which business paper advertising is criticized without fear or favor. 
_ Month after month, this department creates more comment and more 
excitement than any editorial feature ever addressed to a similar aud- 
_ience, and the dramatized criticisms of the Copy Chasers have created 
a sensation. Not only has the film been shown, upon request, to more 
_ than a dozen chapters of the National Industrial Advertisers Assoc 
_ tion, but requests for private showings, to agency and manufactur 
_ personnel, are being received daily y 


No wonder then that those media and services which want their share _ 
~ of the millions of advertising dollars spent in an effort to influence the © | 
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2 ASSOCIATED 
WEEKLY PAPERS 
TAKE PLAQUES 


Sperry Flour Trophies Go to 
Tribune, Union 


San Francisco, June 1.—At ban- 
quets held simuJtaneously in Oakland 
and Sacramento, the Oakland Trib- 
une and Sucramento Union were 
awarded trophies in the fourth an- 
nual Sperry Flour Color Competi- 
tion for Associated Weekly newspa- 
pers. This is said to be the oldest 
competition in the United States and 
one of the few in which a large ad- 
vertiser gives prizes to media carry- 
ing its advertising. 

Every fiscal year the Sperry Flour 
Company, miller of Drifted Snow 
home-perfected flour, awards trophies 
to newspapers that have done the 
best job of color reproduction for it. 
All specimens of color advertise- 
ments are numbered for identifica- 
tion, with all other identifying marks 
destroyed. A system of points is es- 
tablished, and judges’ ratings are 
totaled to determine the winners. The 
contest is divided into two classes, 
hard-packing color printing and 
soft-packing. 


Experts as Judges 


Judges for this year were E. H. 
Sanders, vice-president, Sunset Press, 
San Francisco; Van Allen Haven, 
director of color photography for 
Logan, Staniford & Cox; R. P. Davis, 
vice-president, Sterling Engraving 
Company; Neville Rich, manager, 
Precision Electrotype Company, and 
J. C. Cummings, production manager, 
Westco Advertising Agency, han- 
dling the account. 

In making the awards, the judges 
asserted that color printing has im- 
proved materially, and that Pacific 
Coast newspapers as a whole rank 
high in the perfection of color re- 
production. 

The awards consist of silver 
plaques in the form of curved stereo- 
types, mounted on mahogany bases. 
The Oakland Tribune inscription 
reads: “Awarded to the Oakland 
Tribune in appreciation of high and 
consistent reproduction of Sperry 
Flour Company advertisements, 
Fourth Annual Competition for Asso- 
ciated Weekly Papers. Westco Adver- 
tising Agency, 1938." The Tribune 
won in the hard-packing class with 
685 points. The Sacramento Union, 
winner in the soft-packing class with 
693 points, received a similar trophy. 


Solus Mayer 


Emily Boudousquie has been ap- 
pointed advertising manager of Gus 
Mayer Company, women’s apparel 
store, New Orleans. 


EVERAGE RETAILER WEEKLY. 


Half Century 
Rounded Out 
by Kimmelberg 


New York, June 2.—-A half century 
of newspaper and advertising agency 
service in Wall Street will be rounded 
out this week by E. W. Kimmelberg, 
first vice-president of Albert Frank- 
ruenther Law, Inc., who started in 
the advertising business in June, 
1888, as a messenger with a small 
agency at 8 Broad Street, the pres- 
ent site of the New York Stock Ex- 
change. 

“Kim,” as he is known to many 
of the country’s leading bankers, 
brokers and industrialists, became 
noted for his work with the old 
Financial America and the New York 
News Bureau. As traveling corre- 
spondent for Financial America prior 
to the World War he was credited 
with several outstanding news beats 
involving American financial inter- 
ests abroad. 

Mr. Kimmelberg remained with 
the New York News Bureau until 
1925, when he joined Albert Frank & 
Co. as a vice-president and director. 
When that agency merged with 
Rudolph Guenther-Russell Law, Inc., 
in 1932, he was elected first vice- 
president and a director of the new 
egency, Albert Frank-Guenther Law, 
Inc. 

Mr. Kimmelberg has been identi- 
fied with the advertising of some of 
the country’s leading banks for 
30 years, and for almost as long 
has handled advertising of one of 
the world’s largest copper com- 
panies. He originated foréign bank 
advertising in American  publica- 
tions. 


AHEA to Meet 


The American Home Economics 
Association will hold its national 
convention June 28-July 1 at the 


| William Penn Hotel, Pittsburgh. 


find it pays! 


RAPID COPY 


Put Wings On Your Photostats! 


Send your work to RAPID and get the speed you 
want! It's no longer necessary to wait hours or days 
for prints of drawings, letters, layouts, bulletins, price 
data, etc. Get the jump on competition by having 
RAPID COPY make clear, accurate photostats for | 
you today—your salesmen can use them tomorrow! | 
For better service and better work, try RAPID. You'll | 


NEW YORK _— CHICAGO — CLEVELAND | 
All Phones All Phones All Phones 
VA. 3-3680 STAte 5977 MAin 9335 
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SERVICE CO. 


BARNYARD PROVIDES MOTIF FOR POURERS 


Plaskon animals are being used on Calvert bar bottles, the list including a monkey, 
a cat, a dog, a goose and a rooster. 


MEDIUM SOUGHT 
IN BIG SURVEY 


New York, June 1.—-One of the 
most ambitious attempts ever 
launched to determine the opinion of 
typical consumers on the influence 
of advertising in different media, 
product identification, buying experi- 
ences, and awareness of the con- 
sumer movement, was revealed today 
by the Advisory Committee on Con- 
sumer Interests of the New York 
World’s Fair. Questionnaires will be 
circulated among all income classes 
throughout the country, and results 
are expected to be tabulated and 
made generally available by January 
1, 1939. 

Mrs. Bert W. Hendrickson, chair- 
man of the committee, which in- 
cludes 150 consumer leaders, told 
ADVERTISING AGE of results of 18 
months’ study by the group. Six 
separate questionnaires have been 
drawn up and will be sent to 20,000 
members of civic groups, women’s 
organizations, men’s clubs, church 
societies, and other organized bodies. 


To Aid Advertiser 


A veritable mine of information 
for advertisers is promised by the 
survey. The study undertakes to 
determine which media are best for 
particular products, asking, for ex- 
ample: “In buying stockings, are you 
inclined to rely on advertising by 
magazines, newspapers, radio, store 
displays, or direct mail?” 

Data on product identification is 
sought through questions of this 
type: “What five items of informa- 
tion are most desired to aid in buy- 
ing a loaf of bread?” A dozen types 
of statements often found on labels 
are listed and consumers are asked 
to give their choices in order of 
preference. Other questions seek to 
uncover the same type of data for 
canned peaches, a mattress, and a 
dress. 


Cite Masculine Querles 


Men are asked, “Whose word as 
to quality and value do you consider 
most helpful in buying ready-to-wear 
clothing, hats, shoes, socks, under- 
wear, automobiles and equipment 
for sports?” Possible answers include 
retailer, manufacturer, and friends 
who have bought. Another query on 
the men’s list asks, “If you could 
have your choice, what brand or 


make would you prefer, and what 
kind did you buy last?” 
Men are asked whether they buy 


their 


own 


tobacco, clothing and 
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lastic honors. 1% years experience 
newspaper work. At present assis. 
adv. mer. of daily paper in town of 
10,000. Aged 23, single, excellent ref- 
erences. Can go anywhere. Miss 
Josephine Snyder, 2522 16th St., 
Columbus, Nebr. 


ILLUSTRATION PHOTOGRAPHER: 
Nationally known illustration studio 
would like to help place an efficient 
and thoroughly experienced photog- 
rapher. This highly technical young 
man has had seven years’ experience 
in the photographic business. We rec- 
ommend him highly and invite in- 
quiries. 

Box 1453, ADVERTISING AGE, Chgo. 


Assistant — creates, writes, produces 
ads, radio, promotions; sound sense; 
10 yr. record; age 29; univ. grad. 

Box 1448, ADVERTISING AGE, Chgo. 


EXECUTIVES: Copy cub—23—col- 
lege; radio and stage experience, 1 
year agency clerk, 3% years direct 
mail & sales (present job), references, 
seeks opening in copy dept. 

Box 1454, ADVERTISING AGE, N. Y. 


AD EXECUTIVES! 


Secretary experienced in ad- 
vertising wants prominent 
position with agency, ad de- 
partment or printer. Well 
acquainted with all phases 
of advertising—layout, copy, 


Unit 

The rates for this department are as follows: ; 

“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” ay HE 
“Representatives Available,” 30 cents a line, minimum charge $1. Tern, into 
cash with order. 

All other classifications (single insertion rates): % in., $2.75; 1 to 3 in. nue. 
$4.75 per inch. Write for descriptive folder describing discounts for tem... mar 
insertions. » | 
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Exp., adroit steno; N.U. grad., jou, a the 
Young woman desires work as copy id 
writer for radio station, advertising | desires resp. pos. where initiative ; mow? 
agency, department store or similar onpentent. ont onen, © amen $1, Mer unde 
organization. Graduated 1937 from U. stone cago). ng for t 
of Mo. Journalism School with scho- 


Available for the summer months 4 
do difficult field or office research 4,, 
signments for market research 
partments. College instructor, My. p 
A. degree in marketing from leadin 
university, market research exper. 
ence with four agencies. Located ney 
Richmond, Va., but will move apy. 


where. 
Box 1452, ADVERTISING AGE, Chy 
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REPRESENTATIVES WANTED 


——n the r 
PUBLISHERS REPRESENTATIVE t his 
Wanted in New York field to contay " “ 
eastern manufacturers. New public. arried | 
tion for department store salespeop} A hard 
Only publication of its kind. Ne, F 
York interview shed pu 
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MISCELLANEOUS 


REPRINTS OF EVERY DESCRIPTI0\ 
Photo-Offset reproduces reprints o 
advertisements and any sort of printe 
material, etc., from proofs while platy 
are still at publication press, withou 
the expense of extra electro. Repr. 
duces halftones and type material |; 
one operation! 
SMALL runs without penalty 
300 COPIES (size 8%x11”) $2.50 
Additional hundred copies only 2ic 
Even lower prices for quantity orden 
All sizes supplied. Send for sample 
Laurel Process, 480 Canal St., N, Y.( 


GET BUSINESS AT LOWEST COST 
We will gladly send you samples of 


sports equipment, or whether help 
comes from a women, a child, or 
someone else. 

Women are asked whether they 
buy Grade A or Grade B milk; what 
price they pay for various items of 
wearing apparel; what recent pur- 
chases have been satisfactory or un- 
satisfactory and why; and what 
pleasant or unpleasant experiences 
are remembered from dealings with 
salespeople. 

The inquiry into women’s buying 
experiences asks for definite brand 
preferences in toilet soap, laundry 
soap, lipstick, cigarettes, breakfast 
cereals, bacon, and, stockings. In- 
formation as to the last brand bought 
in each case is sought. 

Still another in the series of ques- 
tionnaires probes the awareness of 
the public to the consumer move- 
ment. Respondents are asked to pick 
from a long list the most reliable 
sources of information upon which to 
rely in order to make a wise pur- 
chase. Included on the list of sug- 
gested answers are: personal experi- 
ence or advice of friends; educa- 
tional training; advertisements in 
women’s magazines; articles in wom- 
en’s magazines; advertisements in 
other magazines; advertisements in 
newspapers; articles in newspapers; 
government publications; radio, ad- 
vice from salespeople; consumer 
publications; and label information. 

One question, the answers to 
which are expected to be of particu- 
lar interest to advertisers who ad- 
dress direct mail to women, asks: 
“If you received seven sealed envel- 
opes addressed to the attention of 
housewife, buyer, home maker, con- 
sumer, woman voter, shopper, or 
business woman, in which order 
would you pick them up and open 
them?” 

Each questionnaire includes eight 
personal questions, including age, 
married or single, number of chil- 
dren, occupation, occupation of head 
of household, approximate yearly in- 
come of family, city, and its popu- 
lation. 


production, media, research. our new PHOTO AD-CARDS. Ther fee! prob 
Efficient organizer. Excellent get results. Adapted to any busines H§p his h 

at detail. Unusually fast and or profession. lca 
accurate. GRAPHIC ARTS PHOTO SERVICE Bp2ve hé 
Box 1455, ADVERTISING AGE, Chgo.| Market & Third Sts., Hamilton, Ohio Miihew on 
Bhat th 


bnough. 
ectly ¢ 


Flexible Shaft 
Takes New Tack 


in Razor Cop) 
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Chicago, June 3.—The Chicago 
Flexible Shaft Company appeared 
today to have struck a new note il 
electric razor advertising, with cur 
rent magazine copy for its Shave 
master boldly emphasizing to reaé: 
ers that this razor is ready for bus 
ness on the day it is purchased. 

Varying from the theme used } 
other electric razor makers Wh 
have indicated the necessity of ! 
“trial period” for recruits to this 
type of shaving, Flexible Shafts 
campaign is also unique in anothe 
respect. This lies in the fact thi 
production has been unequal to tl 
demand since the razor was int 
duced and that the company coill 
sell far more than it is able 
make, even if the campaign ¥# 
suspended. 

“Our first advertisement for 
razor emphasized this situation,” 4 
E. Widdifield, advertising manage 
declared, “and that situation has ™ 
mained unaltered.” 

A typical insertion is headed ‘Be 
lieve me, men, this one does! 
fool!” Further copy asserts that th 
Shavemaster “offers no ‘ifs 
‘whens,’ or ‘buts’—requires no § il 
or ‘patient practice’-—and it Ji b 
won’t be babied by anyone. Is tt S 
any wonder that men have poust e) 
Shavemaster faster than the ©” d 
pany could make them—right fr” 
the start?” 

The current magazine schedtlt 
Mr. Widdifield said, includes “ 
lier’s, Esquire, Life, The satwtll D 
Evening Post and Time. While ; 
sertion sizes have varied, full Pa 
will shortly appear in Esquire ye 
Life with special Father’s Day 
vertising. Perrin-Paus Comp! 
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GIBBONS KNOWS CANADA ie 


1 J. J. GIBBONS LIMITED - ADVERTISING AGENTS 
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Mook back beyond that and see the 


mall probability he already had a radio 


home as John leafed through his fav- 


: 
mBut that ad delivered its message, 
John had become radio conscious, 


Strick, But the magazine, billboard, 


pat his own radio with a critical eye. 
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itsburgh Senior Tells How 
Advertising Benefits 
the Consumer 


By Paul J. Betz 
University of Pittsburgh 


HE five o’clock bus nosed out 

into the traffic along South Ave- 

nue. “Pardon me, please.” The 
ttle man squeezed past the woman 
ith all the packages and planted his 
vet on the front platform. He smiled 
» himself as his token clattered 
own the coin chute, tucked his pa- 
pr under his arm, and stood wait- 
g for the bus to stop. John Con- 
mer was a “just average” little 
nan; greying hair, shoulders a bit 
ynched from long hours over a desk, 
d while his topcoat wasn’t shabby 
was obviously last year’s. At the 
mer he stepped out of the bus and 
urried along the side street. He 
red in at the third white cottage 
mn the row, pushed the door open, 
ut his topcoat in the closet, and 
arried the paper into the kitchen. 
A hard day, dear?” His wife fin- 
shed putting the silver on the table 
nd then bent her head for his home- 
oming kiss. “Look!” He held out 
he paper. “That radio we've been 
ranting. Benton’s are having a sale. 
ran across it in the paper on the 
bus!” 

The particular advertisement to 
®hich John Consumer referred 
brought about the final sale, the ob- 
Mective of all advertising, but let’s 


ctual process that brought him to 
mhe point of buying. Since John Con- 
umer is a “just average” man, in 
Mn his home. Something, then, must 
hew one. Something made him feel 
Ghat the old set was no longer good 
pnough. And that something, di- 
ectly or indirectly, was advertising! 


The First Impression 


The first impetus might easily 
have come on a quiet evening at 


brite magazine. There on the page 
mbefore him was a picture of a radio. 
Homething within the page caught 
is eye—the coloring, a friendly 
smile, a startling presentation—and 
held it. At the time no thought of 
buying a radio had entered his head. 


send whether he realized it or not, 
Or perhaps the first ad didn’t do the 


radio, and newspaper campaigns did, 
and in some phase, he began to look 


The old thing was getting a shoddy 
appearance, especially when you 
thought of the beautiful new cabi- 
nets that were on the market. The 
reception wasn’t up to par anymore, 
either, Think of those new outfits 
that could bring Europe into your 
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Direct - Mail - Advertising 


Automatic-Typewriting 
Multigraph-Letters 
Planograph-Letters 
Process-Letters 
Filling-in—Addressing 


Folding—Enclosing 
Stamping—Mailing 
Varityping 


INNING ESSAYS ARE PRESENTED 


ADVERTISING AGE ESSAY CONTEST WINNERS 


David W. Foley (left), St. Catherines, Ont., who won first award of $250 in the 

high school division of the third annual Advertising Age essay contest; and Paul 

J. Betz, University of Pittsburgh, who won a similar first award in the college 

division. Both winners will attend the convention of the Advertising Federation 
of America as the guests of Advertising Age. 


front room! He had to admit that 
the distortions in tone were annoy- 
ing. And these new sets that Ben- 
ton’s were selling—he’d seen them 
in the window display and they really 
did look good. Gradually the desire 
to own one of them crept up on him. 
And so John started to collect in- 


formation about radios. That was 
easy. Dealers flooded pamphlets 
and folders to his home. In black 


and white, he had before him the 
fine points of all the standard makes. 
For a while it was rather hard to de- 
cide which set was the best suited 
to his needs as well as his pocket- 
book. But that set at Benton’s...! 
Then that evening came when John 
swayed with the mob on the home- 
bound bus, his one hand tightly 
clutching a strap and the other en- 
deavoring to keep his paper folded 
and held before his eyes so that he 
could follow the story of the latest 
kidnap-murder trial. He came to the 
words, “Continued page 4, col. 4,” 
and scowled. ‘“Confounded nuisance, 
this business of starting a story on 
the front page and then dropping it 
to an inside page.” He spread his 
feet, and balancing himself against 
the motion of the bus, turned the 
sheets. And there—there before him 
was a picture of that new radio he 
wanted and above it, printed in bold 
letters, was the word SALE. Quickly 
he glanced down the page for prices 
and his eyes fairly sparkled. The 
bus lurched. The woman hanging to 
the strap ahead, a very large woman, 
turned and glared at him. John 
touched his hat and reached for the 
strap again. The five o’clock bus 
nosed out into the traffic along 
South Avenue. He smiled as his 
token clattered down the coin chute, 
tucked his paper under his arm, and 
stood waiting for the bus to stop. 


Benefits of Advertising 


John Consumer got his radio, and 
behind it all there is the ever pres- 
ent, the ever interesting story of ad- 
vertising, its psychology, and its 
benefits. Esthetically, advertising 
awakens us and fosters our rise toa 
better standard of living. Advertis- 
ing brings to us new presentations, 
new ideas. It arouses in us a new 
social consciousness and places be- 
fore us a visualization of a better 
life. The visualization creates an in- 
terest in that life, and through that 
interest and our aroused social con- 
sciousness comes the desire to fit 
ourselves into that life. The flame 
of that desire, whipped by the breeze 
of a progressive and extensive cam- 
paign soon grows to a burning drive. 

And then the practical side of ad- 
vertising steps in. Shopping can be 
reduced to an easy chair basis. The 
selection and extent of the market 
is brought to the consumer. He 
doesn’t have to bother to find it all 
for himself. The media of adver- 
tising carry directly to him the of- 
ferings of the various desired articles 
as to utility, quality, and price; then 


Mimeographing 


the final touch: instruction as to 


how, when, and where the articles 
may be obtained. 

Wealth in this world may be com- 
puted in dollars and cents but wealth, 
in reality, lies in happiness. What 
greater happiness is there than in 
sharing, with those we love, our pos- 
sessions? That wealth of happiness 
will never be computed, but our pos- 
sessions, those possessions which 
contribute so heavily to our happi- 
ness, our standard of living and the 
facilitated way to that standard of 
living, this—all of this—is the con- 
sumer’s debt to advertising. 


Resort Hotel in Drive 
Richfield Springs Hotel, Richfield, 
N. Y., has completed plans for an ad- 
vertising campaign to parallel pro- 
motion of village of Richfield Springs 
as a health and vacation resort. 
Plans include use of newspapers, 
both foreign and English, spot radio 
and direct mail, with first insertions 
appearing June 6. Leonard C. Ratt- 
ner, who is in charge of the Rich- 
field Springs advertising, has been 
appointed advertising manager for 
the hotel. Advertising is being placed 
through Advertising Trade Service. 


Gets Varnish Account 
Fulton, deGarmo & Ellis, Inc., has 
been appointed to handle the adver- 
tising of Stroock & Wittenberg Cor- 
poration, New York, maker of resins, 
varnish and lacquer gums. Trade 
papers and direct mail will be used. 


Shows Best Posters 
Outdoor Advertising, Inc., New 
York, has published a book entitled 
“100 Best Posters of 1937,” which 
contains examples of techniques in 
poster art as adapted to various ad- 
vertising needs. It is being distrib 
uted to national advertisers and 
agency executives upon request. 


McArthur Re-elected 
Charles H. McArthur has been re- 
elected president of McArthur In- 
door Advertising Corporation, Grand 
Central Terminal Displays, New 
York. Directors elected include W. 
H. Vanderbilt, Charles H. Sabin, 
Goodhue Livingston, Carlton M. Hig- 
bie, C. Moen, A. S. Creighton and 
R. W. Dunlap. 


Spear Renames Frey 


Spear & Co., furniture merchant, 
with stores in Manhattan, Brooklyn 
and Jamaica, N. Y., has renewed its 
contract with Erwin M. Frey & Af- 
filiates, public relations counselor, 
New York. 


Snyder to “Child Life” 


Edwin A. Snyder, formerly art di- 
rector of Rand McNally & Co., has 
been appointed art director of Child 
Life, Chicago. Carolyn T. Radnor 
Lewis, fashion editor of the maga- 
zine, has been appointed fashion 
merchandising counselor, with head- 
quarters in New York. 


Zeidler Appointed 


Lewis D. Zeidler has joined the 
Eastern sales force of Edwards & 
Deutsch Lithographing Company, 
Chicago. 


High School Boy Tells How 
Advertising Benefits 
the Consumer 


By David W. Foley 


St. Catherine’s Collegiate Institute 


ODERN advertising is by no 
M means perfect. Every one 

knows that. Most advertis- 
ers admit it willingly. There is still 
advertisement for the worthless 
product, there is still exaggeration, 
half-truth and even untruth. Con- 
scientious advertisers, however, are 
seriously studying these problems 
and trying to correct them. Mean- 
while, the average consumer, despite 
his occasional grumbles when the an- 
nouncer interrupts his favorite pro- 
gram, or when he finds his mail clut- 
tered with circulars, demonstrates 
conclusively his faith in advertising 
as it is today, by his overwhelming 
preference for advertised goods. 
One of the principal reasons for 
this preference is that advertising 
puts the product on trial before the 
critical eyes of the buying public. 
We, in the democratic countries, in- 
sist upon freedom of expression and 
openly conducted government be- 
cause we believe that the glaring 
white light of publicity is a great 
purifier. So it is with advertising. 
It enables the buyer to see what the 
producer has to offer, to compare his 
product with that of his competitors, 
and to judge its value to himself. 
Because of advertising, a manufac- 
turer is forced to market a product 
of merit and of full value, for only 
such a kind will survive. Advertis- 
ing works both ways, and the un- 
worthy product soon becomes known 
and ceases to attract. Not only must 
the advertiser maintain a high stand- 
ard of quality, but he must con- 
stantly improve his product. Adver- 
tising allows no manufacturer to 
stand still; he must continually of- 
fer the public something new, some- 
thing better. Therefore, the com- 
mercial research laboratory has 
come into being, whose main pur- 
pose is to give the consumer what 
he wants at a reasonable price. 


How Costs Are Cut 


The fact that advertising reduces 
the cost to the consumer is undeni- 
able. Twenty-five years ago an 
automobile cost two thousand dol- 
lars. Today a much better one sells 
for less than half that amount. Yet 
labor costs have mounted steadily, 
overhead has increased; newer, more 
expensive materials have gone into 
production. Why, then, the cheaper 
price? The answer is simple. Ad- 
vertising has produced volume; vol- 
ume has produced greater mass pro- 
duction; mass production has re- 
duced the cost of manufacture per 
unit. The same is true of cameras, 
radios, vacuum cleaners, long dis- 
tance telephone rates,—almost every 
type of modern commodity or service 
that comes to mind. 

Paradoxically, consumers some- 
times object to advertising because 
of the large sums spent upon it but 
the cost is insignificant when con- 
sidered as the cost per unit. When 
you refresh yourself with a bottle of 
Coca-Cola, for example, you pay less 
than one-fiftieth of a cent for adver- 
tising. Advertising serves the con- 
sumer by aiding in distribution, as 
it persuades the local dealer to stock 
the goods he wants, yet compared 
with other distributing costs, it is 
almost negligible. Actually, adver- 
tising is the least expensive method 
of reaching the consumer. 

There is, of course, a more tan- 
gible service performed by advertis- 
ing; that of giving information vital 
to purchasers—where certain articles 
are sold, their retail price, and when 
special bargains are offered. Its im- 
portance is easily observed in the 
average home when the evening pa- 
per arrives. Want-ads are scanned 
carefully; mother consults the gro- 
cery columns to complete her shop- 
ping list. Truly, newspaper adver- 
tising is news. 

Advertising has been the quick and 


direct way of telling the public 
about inventions and discoveries. 
This is its important part in our 
complicated and highly specialized 
system of distribution. But would 
these innovations come into use 
without advertising? Yes, but few 
people today would be enjoying 
them. Moreover, the demand cre- 
ated in the mind of the consumer by 
advertising makes it worth while for 
the inventor to create new products. 


Influence on Culture 


In a more indirect way, advertis- 
ing has benefitted all by its influence 
en cultural life. The radie which 
plays such an important part in our 
lives today was made possible en- 
tirely through advertising. The daily 
newspaper, with its great traditions 
of public leadership and service, is 
supported principally through this 
medium. Advertising brings the 
short story and the interesting in- 
formation of the periodical into the 
home. In every way it has broad- 
ened our mental horizons. 

One cannot overlook the jobs cre- 
ated and the money put in circula- 
tion by the stimulation advertising 
gives to commerce. There is still 
another indirect advantage—one per- 
haps which we do not gully realize 
at first. It has stimulated the con- 
sumer himself by creating new de- 
sires; it has given him goals to 
strive for and thus it has produced 
enthusiastic endeavor on the part of 
millions. 

Advertising has practically revolu- 
tionized the life of the American 
continent by raising the standard of 
living to an undreamed of degree. 
It has brought within reach of the 
consumer comforts and_ luxuries 
which would be otherwise unobtain- 
able. It has saved innumerable lives 
by its influence on the health of the 
nation through selling better refrig- 
eration and promoting the sanitary 
packaged and canned food. By re- 
lieving mankind, and particularly 
women, from drudgery it has paid 
dividends beyond all measure of 
money in leisure and cultural pur- 
suits. Advertising has done this by 
carrying word of the new products 
into the household, by developing 
their quality and by inducing the 
customer to buy so that costs were 
brought within reach of the majority. 
It is modern business which has 
made our present standard of living 
possible and in the complex struc- 
ture of modern business, advertising 
is the vital force. 


Hudson to McCord 
Remy L. Hudson has joined The 
McCord Company, Inc., Minneapolis 
agency. He was formerly head of 
the creative department of Campbell- 
Mithun, Minneapolis. 


Pauley with National 
James H. Pauley has become direc- 
tor of marketing for National Drug 
Company, Philadelphia. He was for- 
merly sales manager of Sharp & 
Dohme. 


New Sherbrook Copy 


Sherbrook Distributing Company, 
Cincinnati, will release a new cam- 
paign for Sherbrook Maryland rye 
whisky, using Pennsylvania news- 
papers. J. M. Korn & Co., Philadel- 
phia, Pa., is the agency. 


From Your Kodachrome 


4-COLOR 


PROCESS PLATES 


If vou use 4-color pro- 


or circular literature, 
4 news for 


ave standard 4-color 
process plates in cer- 
tain definite sizes at 


Selv low prices. 
MADE BY COLOR REPRODUCTION 
SPECIALISTS 


color wor! 
leading publishers, printers and manufacturers. Most 


modern precision equipment, highly skilled crafts- 


men and application to specialized sizes makes pos- 
sible the attractive prices for those sizes. 

Get full details on other specialised sizes, 
samples, prices, etc. Please make request on 


your letterhead. 
INC. 


PHOTOCHROME, 
54 West 21st Street, New York.N. Y. 
PHONE: WAtkins 9-6944 
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AGENCY DEVELOPS TEST FOR OUTDOOR PANELS 


| 


Campbell-Ewald Company, Detroit, has 


established a permanent 24-sheet panel 


on the roof of a building across the street from its offices at “natural distance.” | 
C. P. Fisken, Chevrolet advertising manager (left) and J. H. Neebe, check its 
effectiveness. 


Winchell Wins 
Another Year 
from Jergens 


New York, June 1.—Jergens- 
Woodbury Sales Corporation has re- 
newed its program for Jergens Lo- 
tion featuring Walter Winchell for 
another year. The program is heard 
over NBC Blue network on Sun- 
days from 9:30 to 9:45 p. m. Len- 
nen & Mitchell, Inc., is the agency. 

Effective June 24, Philip Morris & 
Co. will renew its show, “Let’s Play 
Games,” for another 13 weeks. The 
program is heard over MBS on Fri- 
days from 8 to 8:30 p. m. The 
agency in charge is Biow Company. 


Cantor Takes Vacation 


Eddie Cantor will sign off the 
Camel show, sponsored by R. J. 
Reynolds Tobacco Company '= on 
CBS, for the summer after «the 
broadcast of June 27. He will re- 
turn to the air about Oct. 3. The 
sponsor will not present a_ substi- 
tute show but will continue’ the 
Benny Goodman Camel program, 
heard on Tuesdays from 9:30 to 
10 p. m. over CBS. William 
Esty & Co., is handling the account. 


TOOLING UP 
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‘CRAFTMASTER 


You'll profit by the savings and 
dynamic display these exclusive 
T & T processes in foil bring to: 
Labels, Name Plates, Window 
Stickers, Fancy Box Wraps, 
Signs, Cards and Advertising 
petioles. . « 2 « 
The deep embossing with unique 
hand-tooled patterns in rich color 
tones create outstanding package, 
product and advertising displays. 


(he 
TABLET & TICKET CO. 
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Weather Swells ¥ 
Linage Decline 


for Last Week 


Chicago, June 3.—Retail display 
advertising for this year through 
May 28 was 10.1 per cent below the 
corresponding period of last year, ac- 
cording to the ApverTISING AGE In- 
dex of Retail Activity. 

A total of 406,967,728 lines is shown 
for the measured cities for the re- 
ported period against 452,894,851 lines 
for the compared period of 1937, the 
decline amounting to 45,897,123 lines. 
Against the corresponding period of 
1936, this year shows a decline of 3.8 
per cent. 

Due partly to delayed summer 
weather, retail display advertising in 
the reporting cities declined to 19,- 
352,525 lines for the seven day period 
ended with the date reported, 3,332,- 
741 lines or 14.7 per cent under the 
corresponding week of last year. 

Percentage of gain or loss for each 


weekly period of this year over 1937 
is shown in the following table: 

a er ieee ey Tre — 0.8 
Ee Le Paareanee es eae oars — 2.4 
MEE Tb ER TE Ohde per ceneres — 3.7 
EN oe be Rae ade eld eae — 5.1 
ap baee Rae cae ee ien en — 7.2 
I re ere ara me — 7.4 
UR SRY ak were — 7.7 
SPS ee eee — 6.8 
IMEI cg a sis G06 Ghk ise Kash abode —11.4 
ES eee we cries —14.8 
iy) | ae —16.6 
0 OCA ee —18.3 
BENE, gd atca lek eke Gain iienes —14.2 
he SR eee eee — 0.9 
0 eS Be ee rare — 6.3 
EE EE hc pone es 0 OS Fee oe — 9.8 
INCE he's civburdesseisip emeees —15.7 
NMI fangs 60506 635 a klae oe eS —10.8 
ME ee aire pea ae aioe ee cae —12.3 
MEI fe oicexpicl lee a.de:k asses colar —14.8 
EE Pins Graces vig i654 kiss Skin BK OO —14.3 
BR re eye —14.7 


Individual linage figures for each 
city included in this Index are shown 
in the tabulation appearing elsewhere 
on this page. ee 


Browne’s New Post 


R. B. Browne has joined Pennsyl- 
vania-Dixie Cement Corporation, 
New York, as director of sales pro- 
motion. He was formerly with Cer- 
tain-teed Products Corporation, and 
for many years with Lehigh Port- 
land Cement Company. 


Awarded Gold Medal 


The Stevenson Gold Medal has 
been awarded posthumously to the 
late George F. Chipman, editor and 
manager of The Country Guide € 
Nor’west Farmer, Winnipeg, Man., 
tor outstanding contributions to the 
cause of Western horticulture. 


Nixon Vice-President 


London Association of British Em- 
pire Newspapers, an organization 
representing all the newspapers in 
Australia, South Africa, Canada, New 
Zealand and India, has elected Clif- 
ford R. C. Nixon, The Statesman, 
Calcutta, India, as vice-president. 


Ind f Retail Activity in 80 Import 
ndex ot Ketal portan} 
Based on total retail advertising vol ume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 
% Gain % Gain 
22-Week 22-Week 22-Week or Loss or Loss 
Period Period Period 1938 1938 Week Week % Gaig 
Ended Ended Ended over over Ended Ended or 
City May 30, 1936 May 29, 1937 May 28, 1938 1936 1937 May 29,1937 May 28, 1938 Lon 
ES sa nc eae a ern ou 6,644,750 7,229,221 5,338,071 —19.7 —26.2 398,447 257,663 5 
TR seco isan es 2,707,292 2,996,497 2,565,927 —5.2 —14.4 173,551 106,484 ys 
EN, GO. cccceecoes 6,327,524 6,715,146 6,416,284 +1.4 —4.4 341,460 292,782 ly 
Baltimore, Md. ........ 9,103,976 9,803,502 9,331,285 +2.5 —4.8 486,233 421,585 ty 
Birmingham, Ala. ..... 4,822,370 5,422,018 5,344,374 +10.8 —1.4 254,394 215,992 iy 
Boston, Mass. ........ 8,585,119 8,849,067 8,142,374 —5.2 —8.0 409,042 388,438 
Bridgeport, Conn. ..... 3,819,788 4,081,540 3,760,244 —1.6 —7.9 214,004 178,108 yg 
Ph 2 Macccsecasnen 6,816,666 7,822,136 7,082,936 +3.9 —9.5 427,812 337,134 = 
a SS eS Serer e 1,646,548 1,701,828 1,593,233 —3.2 —6.4 89,140 85,133 45 
Cedar Rapids, Ia...... 2,095,310 2,234,456 1,987,286 —5.2 —1l11.1 127,372 95,298 —ty 
Chattanooga, Tenn. ... 2,853,720 2,699,463 2,588,345 —9.3 —4,1 124,373 107,855 = 
Ce SE. obs wx ees ae 12,779,423 14,475,305 13,850,544 +8.4 —4.3 681,426 665,207 my 
a 7,165,201 7,582,258 6,698,061 —6.5 —11.7 375,213 314,616 —Ity 
Cpe, GR coccestce 8,242,565 9,142,159 7,762,835 —5.8 —15.1 442,998 344,051 —it} 
Ce. OR. ceonesoavn.. Senees .. - weiten ee ee eeee ve 286,260 268,600 +! This dis 
> 1 
DOOM, TOR, oscoccccce 8,635,042 9,078,245 9,075,924 +5.1 ne eue,eee a Chica 
Ree, Gh. ccauessecece 5,682,964 6,656,872 5,591,888 —1.6 —16.0 325,962 254,846 ~gy icag 
Denver, Colo, ......... 4,279,453 4,347,315 3,994,967 —6.7 —8.1 186,550 190,403 4) 
mee MOOUMOR, Bliss cce ss 2,694,699 2,798,256 2,779,141 +3.1 —0.7 140,406 134,299 ay 
oe re 9,240,873 9,828,321 7,669,547 —17.0 —21.9 491,985 355,066 —py 
Dn Pi ccscseses. . aie. ####§ aceene  . ..ueaenas ye tags ate 217,658 200,284 jm 
9 . SRR eee 3,026,660 3,795,198 3,883,988 + 28.3 +2.3 208,404 179,102 Wy 
Evansville, Ind. ....... 5,502,616 5,244,863 5,472,692 —0.6 +4.3 281,302 247,114 —ly 
Fall River, Mass....... 1,430,879 1,549,386 1,378,767 —3.7 —11.0 78,177 69,338 ty 
WHRE, Mich. ...0000c000 3,768,562 3,899,014 3,032,442 —19.5 —22.2 216,524 122,192 45 
Fort Wayne, Ind...... 4,777,192 5,104,967 4,595,311 —3.8  —10.0 242,039 198,919 —ij 
Ses Ms G5 sas 0s cles oo 2,480,936 3,130,894 2,449,706 —1.3 —21.8 164,159 144,999 1! 
Grand Rapids, Mich.... 3,888,458 4,687,046 3,762,822 —3.2 —19.7 237,146 179,074 —My 
Greenville, 8. C........ 2,405,087 2,863,971 2,625,335 +9.2 —8.3 154,666 126,882 —1 
Houston, Tex. ........ 5,919,046 6,920,046 6,938,822 +17.2 +0.3 340,438 373,492 4 
Indianapolis, Ind. ..... 7,300,863 7,978,467 6,807,438 —6.8 —14.7 402,962 336,412 —ifj 
Jacksonville, Fla. ..... 3,683,526 4,108,748 3,982,239 +81 —3.1 177,436 169,372 4 
Jersey City, WN. J......> 1,038,599 1,031,212 894,895 —13.8 —13.2 51,621 45,471 —l 
Kansas City, Kan...... 973,469 1,134,000 1,154,692 +18.6 +1.8 49,084 51,772 +5) 
Knoxville, Tenn. ...... 4,008,396 4,199,398 4,318,188 +7.7 +2.8 226.366 192,780 —1W4 New ' 
Little Rock, Ark....... 3,866,044 4,033,050 3,841,916 —0.6 —4.7 203,910 195,076 = vortisins 
i ENON, Civcknsss  ‘aaeen ° 10,805,664 9,770,712 bie —9.6 504,140 466,319 ly ell the 
EUIEVIEE, TE bs ceeces . Sacaes 6,707,577 6,099,693 ee —9.1 388,576 300,907 —1i 
Lynn, Mass. .......... 4,346,160 4,187,064 3,406,144 —21.6 —18.7 224,588 176,694 —tu—immfield as 
Manchester, N. H....... 1,432,658 1,487,372 1,608,194 +12.3 +8.1 79,042 75,438 ames J 
Memphis, Tenn. ....... 4,730,212 5,061,646 4,785,228 +1.7 —5.5 283,710 212,786 publicity 
Milwaukee, Wis. ...... 6,043,354 7,736,646 6,531,048 +8.1 —15.6 385,571 309,900 PMutual | 
Minneapolis, Minn. 6,564,524 6,577,841 5,803,507 —11.6 —11.8 307,772 296,870 the Eas 
Moline-Rock Island 3,629,088 3,899,900 3,892,742 +7.3 —0.2 162,736 161,616 
New Bedford, Mass..... 1,417,640 1,435,798 1,340,248 —5.5 —6.7 62,482 56,770 ; he Lif 
New Haven, Conn..... 3,932,418 4,135,046 3,894,800 —0.9 —5.8 197,680 199,780 here to 
New Orleans, La....... 8,183,389 8,431,640 7,785,400 —4.9 —7.7 373,389 310,940 Outlin 
Sew T6Im, BM. Yescees 27,275,057 29,048,881 25,807,249 —5.4 —11.2 1,361,872 1,164,464 by handis 
verookiyn, WM. Vi. cccce 2,936,648 3,076,076 2,253,670 —23.3 —26.7 149,304 108,398 —2 mut tha 
a a, eee 3,974,630 4,021,416 3,866,982 —2.7 —3.9 228,970 202,832 —IL | 
CR IMMG, CR oscescncs 3,233,840 3,314,133 3,094,810 —4.3 —6.6 147,824 139,493 —iigmeecross | 
Oklahoma City, Okla... 4,694,001 5,038,602 5,081,930 +8.3 +0.9 255,108 231,084 echniq 
| ee 4,733,554 5,080,598 4,386,457 —7.8 —18.7 245,959 202,433 —IliMgcattere 
Philadelphia, Pa, ..... 12,202,332 13,231,969 11,196,167 —8.3 —15.4 591,700 555,109 i Barly w 
Phoenix, Ariz. ....... 3,223,920 3,144,260 3,388,068 +4.8 +7.8 144,774 72,632 —4 Beha th 
Pittsburgh, Pa. ....... 9,553,404 11,186,056 9,099,454 —4.8 —18.7 528,276 396,648 —iIRe oa 
Portland, Ore. ........ 4,934,370 5,253,252 4,832,956 —2.1 —8.0 253,582 234,864 —T . 
*tProvidence, R. I..... 5,886,634 6,105,803 5,043,270 —14.3 —17.4 308,097 221,855 —= § 
Se , See 3,916,380 4,685,534 4,163,379 +6.3 —11.2 227,094 180,264 — ti mr 
Richmond, Va. ........ 5,366,074 5,545,176 5,164,572 —3.8 —6.9 290,850 268,268 —Ii! . 
= ‘ 
§Rochester, N. Y....... 7,718,706 7,980,836 6,193,644 —19.8 —22.4 376,216 303,427 —lu . e ad 
Sacramento, Cal. ..... 8,724,547 3,755,115 3,363,490 —9.7 —10.4 197,008 164,528 — shorte: 
San Antonio, Tex...... 2,777,544 2,959,397 2,684,519 —34  —9.3 180,404 146,165 —lNIRB develop 
San Diego, Cal... sce 5,736,038 6,072,830 5,189,222 —9.5 —14.6 298,928 236,726 —— Baccepta 
San Francisco, Cal.... 6,649,067 6,971,704 6,538,738 —1.7 —6.2 411,029 296,655 — ie plement 
Seattle, Wash. ....... 4,215,116 4,437,474 3,874,616 —8.1 —12.7 170,646 189,280 +Il btraini 
South Bend, Ind....... 3,652,923 4,170,263 3,118,162 —14.6 —26.2 200,656 136,414 “— ng 
Spokane, Wash. ...... 3,035,007 3,311,560 3,079,664 +1.5 —7.0 136,388 119,000 —I Ei ments. 
ee. 7,789,305 8,451,930 7,774,360 —0.2 —8.0 427,015 372,715 “I B® way of 
mt. Parl, Minn... 2.02. 5,698,646 5,344,186 5,285,259 —7.3 —1.1 271,823 213,475 —ild idea at 
Syracuse, N. Y......... 4,893,139 5,091,425 4,501,425 —8.0 —11.6 264,544 224,007 —a that is 
*Tacoma, Wash. ...... 2,522,860 2,822,622 2,537,290 +0.6 —10.1 121,310 117,152 UM aaa 
Se. BO ke vccedven 2,670,488 2,719,420 2,673,048 +0.1 —1.7 127,988 107,506 “a! | 
Toledo, O. ............ 5,460,964 6,044,079 5,068,141 —7.2  —16.2 289,230 229,278 — i John 
Toronto, Ont., Can..... 8,845,719 8,892,097 7,639,753 —13.6 —14.1 354,546 303,597 —_ by mak 
ol ae 2 ee 1,602,398 1,850,534 1,729,084 +7.9 —6.6 90,230 95,718 a vertisin 
a eC: ee 4,276,594 4,205,020 3,937,858 —7.9 —6.4 219,184 191,954 — iM the age 
Washington, D. C...... 15,680,874 16,185,013 14,294,045 —8.9 —11.7 805,762 651,134 Ti com 
Worcester, Mass. ...... 5,045,554 5,134,621 4,899,417 —29 =—4.6 291,132 245,483 pan 
Youngstown, O. ...... 4,139,302 4,022,910 3,277,067 —20.8 —18.5 184,076 137,634 <a justmer 
— _ + Mee Salesme 
ae 406,558,694 452,864,851 406,967,728 —3.8 —10.1 22,685,266 19,352,525 ai informe 
{Boston American and Advertiser combination discontinued April 25, 1988. American changed to tabloid. prospec 
tNew York American discontinued June 24, 1937. a glan 
tBrooklyn Times-Union discontinued June 8, 1937. 3 ; 
§Journal and Sunday American discontinued June 8, 1937. surance 
*Daily Ledger discontinued June 22, 1937. number 
*tProvidence Tribune discontinued May 1, 1938. sett] 
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WINNING INSURANCE WINDOW 


~ HARTMAN'S DRUGS | 


DADDY HAS RETURNED TO WORK 
WS AOCIDENE-" WEALTH INSURANCE PAID. FOR EVERYTHING. 


4 


This display, created by A. J. Glickson, Greater Northern Life Insurance Company, 
shown in a Hartman drug store there, won Mr. Glickson first prize 
contest staged for National Health and Accident Week. 


OHN HANCOCK’S 
COPY SOLD HARD 
TO FIELD STAFF 


New York, June 1.—Insurance ad- 
ertising men should try as hard to 
sell their product to agents in the 
field as to company management, 
Siames A. Peirce, assistant manager, 
publicity department, John Hancock 
Mutual Life Insurance Company, told 
the Eastern round-table meeting of 
the Life Advertisers’ Association 
Shere today. 

Outlining the John Hancock mer- 
handising plan, Mr. Peirce poin’ed 
out that it is a difficult job to put 
across a new sales idea or selling 
technique to 10,000 representatives 
\i scattered across the country, particu- 
y ia: when many of these agents feel 


jpetiat their old method is satisfac- 
matory. 
Seek Quick Acceptance 


ie. He explained that this effort by 
“rie the advertising department to 
i S“shorten the distance between the 
~ mdevelopment of a selling idea and its 
—iimeeecceptance by the sales force,” sup- 
splements rather than supplants sales 
training efforts of other depart- 
ments. “There is only one possible 
‘Mae Way of reaching each man with an 


—i idea at one and the same time, and 
—iifg ‘hat is through the printing press,” 
—lil Me he added. 

“a John Hancock accomplished this 

=i by making its national consumer ad- 

_uae Vttising and sales literature part of 
=i! the agent’s sales process. When the 
—is' ge ompany decided to feature read- 
—%#® iustment options in its advertising, 
it salesmen were provided with printed 

7 information by which both agent and 

Prospect were able to determine at 
4 glance exactly how much life in- 
surance was needed to gain any 
lumber of combinations of option 

-_ settlements. All of this data was in 

the hands of agents before the ap- 

pearance of the national advertising 
rade *n the same subject, thus enabling 
page co eatalivas to rehearse the sales 
lotic cheat ap gy had been made 
pottle vertising. 8 plan through ad 
= More Help for Agent 

ising =—TO further tie together company 

n has advertising and sales effort, the in- 

Pe are staggered over a period 
Several months to enable the 

' ‘sent to point to a current advertise- 

0 ment to supplement his own sales 

ed a ‘alk. 

in re a Not through our advertising 

oie One, but through the promotion we 

—_—_—_—_—_—_ 


MOST AUTHENTIC AUTOMOTIVE 


ADDRESSING scevice 


MOTOR SERVICE MAGAZINE 


$49 
w. WASHINGTON BLVD... CHICAGO. ILL 


39,604 Car Dealers, 62.313 Inde- 


have given it, we think we have ef- 
fectively put the agent into the na- 
tional advertising picture,” Mr. 
Peirce said. 

Getting agents “to talk in terms 
of people instead of in terms of life 
insurance” is one of the ever-present 
problems of the insurance compa- 
nies, Mr. Peirce pointed out, and 
linking together national advertising 
and field sales efforts is a step in 
that direction. 

How an agency can make best use 
of sales promotion material supplied 
by the company was discussed by 
Richard E. Pille, agency supervisor, 
Connecticut Mutual Life Insurance 
Company. Mr. Pille pointed out that 
such a large supply of this material 
is available that an agency ought to 
classify company literature, “fitting 
each piece into its proper place in 
the sales process.” 


Repossessions 
of Cars Made 
Jump in 1937 


Chicago, June 2.—Confirming the 
opinion of many experts that instal- 
ment selling provides an accurate 
index to business conditions, the 
National Association of Sales Fi- 
nance Companies reported today 
that the percentage of cars repos- 
sessed last year increased sharply. 
The 1937 figure for both old and 
new cars was 9.4, compared with 
5.1 per cent for 1936. The 1937 per- 
centage was the highest on record 
except that of 10.4 for 1932. 

The public either is becoming 
more honest or credit administra- 
tion is more efficient, skips being re- 
duced from 2.6 per 1,000 deals in 
1936 to 1.7 for 1937. The 1931 figure 
was 5.5. 

The percentage of new cars sold 
on instalments decreased from 60.9 
in 1936 to 57.2 in 1937. The figure 
for used cars, however, increased 
from 58.5 in 1936 to 60.1 in 1937, the 
percentage for both new and used 
cars showing a slight decline from 
59.4 in 1936 to 59.0 in 1937. 

The percentage of long term pa- 
per made what the association re- 
gards as a disappointing showing. 
Paper of over 12 months’ maturity 
has increased each year since 1933, 
establishing a new peak each year. 
The trend was continued in 1937 
when an all-time high of 68.0 per 
cent was reached. These compari- 
sons apply only to the United 
States. 


Carroll in West 
Frank T. Carroll, former business 
manager of the Indianapolis News, 
has bought the News, Santa Cruz, 
Cal., from E. J. Devlin and R. H. 
Judah, founders of the 31-year-old 
daily. 


Puhl to Ayer 


John Puhl Products Company, Chi- 
cago, manufacturer of Little Boy 
‘Blue bluing and Little Bo Peep 
amonia, has appointed N. W. Ayer 
| & Son, Inc., as advertising counsel. 


Two Partners 
Join Rickerd; 
Name Change 


Milwaukee, June 2.—With a change 
of name, C. E. Rickerd Advertising 
Agency, Detroit, has established a 
branch in the Mariner Tower, Mil- 
waukee, and embarked on an expan- 
sion program. Mr. Rickerd said to- 
day that nine new accounts have 
been added which insure an addi- 
tional $600,000 annually in billing. 
The new name is Rickerd, Mul- 
berger & Hicks, Inc., the new execu- 
tives being H. C. Mulberger and Liv- 
ingstone P. Hicks. The former has 
been in charge of the Wisconsin 
office of Roche, Williams & Cunnyng- 
ham, Chicago. He was president of 
National Advertising Service until it 
sold out to Federal Electric Company. 
Mr. Hicks was until recently art 
director of Grace & Bement, Detroit, 
with whom he spent four years. He 
is noted as a pioneer in third dimen- 
sional technique. 
Mr. Rickerd was formerly assist- 
ant advertising manager of Chevrolet 
Motor Company. From 1924 to 1934, 
he was advertising manager of Stand- 
ard Accident Insurance Company, 
Detroit. His agency was established 
four years ago. 


Reiss Gets Wines 


California Grape Products Com- 
pany, San Francisco and New York, 
has appointed Reiss Advertising, 
New York, to handle advertising of 
Victor Vinoro, Victor Mendocino and 
Victor Riovino wines. Newton R. 
Barrett is account executive. 


Gets Czech Post 


Gordon Skilling, Detroit, has been 
appointed director of publicity for 
the Czechoslovakian government. 
He will supervise a series of inter- 
national broadcasts to be made to 
this country. Mr. Skilling, 26, is a 
former Rhodes scholar. 


Wins Hoedt Award 


Richard Cummins has _ received 
the W. H. Hoedt Studios Award of 
Merit given annually to a student in 
the senior advertising art class of 
the Pennsylvania Museum and School 
of Industrial Art, Philadelphia. 


Gets Ritz Tower 
Needham & Grohmann, New York, 
has been appointed the advertising 
agency for the Ritz Tower Hotel and 
Hotel Tudor. It has been reap- 
pointed by the new owners of the 
Belvedere, New York. 


Cuddeback Back 


Alva Cuddeback has been elected 
president of Horton Pilsener Brew- 
ing Company, New York. Then 73, 
Mr. Cuddeback retired in 1937 as 
vice-president of Sheffield Farms 
Company. 


Advertisers Rush with 
World’s Fair Tie-Ups 


New York, June 1.—An estimated 
$10,000,000 will be spent by manu- 
facturers and retailers during the 
next two years to advertise merchan- 
dise bearing the name or symbol of 
the New York World’s Fair, Shepard 
Barclay, assistant director of promo- 
tion in charge of licensing, said 
today. 

Practically every type of product, 
from wallpaper to dresses, will be 
represented among the hundreds of 
advertisers planning tie-ups. The 
licensing bureau has been in opera- 
tion less than four months, but al- 
ready 480 applications for licenses 
have been received and 145 granted. 
Most of the licensed products bear 
reproductions of the fair theme, the 
trylon and perisphere. 

Besides souvenirs of every descrip- 
tion, World’s Fair tie-ups include 30 
apparel manufacturers, a half dozen 
makers of silverware, scores of dis- 


play, sticker, and label manufac- 
turers, glassware, pencils, luggage, 
toys, clocks, fine jewelry, shoe 


buckles, and wrapping paper. 


Newspaper Leads Parade 


Among the first to climb on the 
World’s Fair promotional bandwagon 
was the New York Journal-American, 
which has distributed 1,000,000 pieces 
of silverware as premiums. The 
minimum payment for each item is 
24 cents, when accompanied by 
coupons from the paper. To date, 
4,500,000 coupons from daily papers 
and 1,000,000 coupons from Sunday 
papers have been received by the 
newspaper. 

Another early premium tie-up is 
being used by Canada Dry Ginger 
Ale, Inc. New England and New 
York State newspapers are carrying 
an offer of a 10-cent World’s Fair 
drinking glass for three cents, with 
purchase of a family-size bottle of 
ginger ale, sparkling water, lime 
rickey, or Hi-Spot. The agency, J. 
M. Mathes, Inc., expects to expand 
the campaign as a result of success- 
ful tests. 

Others already licensed by the fair 
include New Haven Clock Company, 
Owens-Illinois Glass Company, Mil- 
ton Bradley Company, Kem Playing 
Cards, Inc., Ross Federal Service, 
Inc., Swank Products, Krementz & 
Co., and Bolivian Hat Company, Inc. 


Jewelers Take Notice 


That jewelry tie-ups will not be 
limited to low-price products is in- 
dicated by the licensing of both 
Cartier, Inc., and Tiffany & Co. Sil- 
versmiths represented include Wil- 


liam A. Rogers, Ltd., and R. Wallace 


& Sons, with four more leading 
manufacturers listed among pending 
applications. 

Mr. Barclay estimates that the aver- 
age visitor to the fair will take home 
$2 worth of World’s Fair merchan- 
dise. Since 60,000,000 people are ex- 
pected to attend the exposition, Mr. 
Barclay believes that licensees will 
realize over $100,000,000 from the 
sale of licensed products. 

The fair corporation itself is offer 
ing sales promotion help to its 
licensees, and is planning a mass dis- 
play of all licensed merchandise as 
one of the fair exhibits. One radio 
broadcast has already been devoted 
exclusively to publicizing licensed 
products, and further assistance will 
be offered. 


San Francisco Is 
Bombed by Fleet 
of Strange Planes 


San Francisco, June 1—The 
Golden Gate International Exposi- 
tion, which thus far has used little 
showmanship to sell the 1939 Ex- 
position in its own home town, 
startled the citizenry today with an 
aerial bombardment launching an 
18-day sale of admission tickets. 

Exactly at noon a squadron of 
five planes circled over the city, 
fired a salvo of aerial bombs, and 
dropped a half-million leaflets an- 
nouncing the ticket sale. 

This town is inclined to be jittery 
about strange airplanes overhead 
and as aerial advertising is forbid- 
den by ordinance, practically the 
entire population rushed to the 
streets—or basements—to find out 
what the shooting was about. 

The advance ticket sale, pro- 
moted with the slogan “Be a Thirty- 
Niner,” offers sponsors’ season 
passes, good for an unlimited num- 
ber of admissions, for $20. Twelve 
admission scrip books are sold at 
$5. Single admissions when the Ex- 
position is open are set at 50 cents. 


Titus in St. Cloud 


Kenneth C. Titus has become gen- 
eral manager of KFAM, newly con- 
structed radio station in St. Cloud, 
Minn. Mr. Titus has been traffic and 
og manager of WCCO, Minneap- 
olis. 


Appoints Ellis 
Doughnut Corporation of America, 
New York, has appointed Sherman 
K. Ellis & Co., New York, to handle 
its advertising. Magazines and news- 
papers will be used. 
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ADVERTISING AGE 


June 6, iogijune 6 


SOHIO EXECUTIV 


ES ALSO SING 


Be 


Scene as Standard Oil of Ohio held a party for newspapermen to outline sum- 
mer promotion. Front, left to right, A. A. Stambaugh, vice-president in charge 


of sales; A. T. Holliday, president; Albert A. Sommer, McCann-Erickson. 


Rear, 


Paul Sullivan, Station WLW, Cincinnati; James H. Weiland, advertising man- 
ager; Merrill Denison, author. 


O’Brien on Coast 


H. B. O’Brien, former vice-presi- 
dent of International Silver Com- 
pany, Meriden, Conn., has rejoined 
that company as Pacific Coast sales 
manager, with headquarters in San 
Francisco. He was recently vice- 
president in charge of sales for Gor- 
ham Company. 


Mrs. Fuelleman Moves 

Mrs. Luise F. Fuelleman has re- 
signed as office manager of B. F. 
Steinel Publishing Company, Mil- 
waukee, to form an advertising serv- 
ice there under her own name. She 
has been editor of the annual publi- 
cation of the Women’s Advertising 
Club of Milwaukee since its estab- 
lishment 14 years ago. 


SOHIO TO TELL 
VACATIONISTS 
OF OHIO GLORY 


Cleveland, June 1.—Standard Oil 
of Ohio has supplemented its regular 
schedule with a summer promotion 
designed to sell the beauties and 
glories of its home state and create 
travel. In the absence of tourist bu- 
reaus Ohio’s beauties have been neg- 
lected. Standard Oil, with 70 years 
of merchandising in the area, feels a 
civic responsibility and is undertak- 
ing the job in a big way. 

A. T. Halliday, president, said that 
Sohio’s interest is both selfish and 
altruistic. Since the company has 
found its customers in Ohio for 70 
years it feels it owes a civic debt 
which should be repaid. 

Four full page advertisements will 
run in forty newspapers, reaching a 
circulation of 2,200,000. These ad- 
vertisements will be written by Bur- 
ton Holmes, famed journalist and 
globe trotter, who will paint a pic- 
ture of what Ohio has to offer from 
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Big things will happen to you too, when 


you advertise over WGAR. 


blanket Northern Ohio, 


to spend. 


You will 


the state’s 
greatest retail market...at a very low 
cost too. You will find dealers more 
co-operative ...consumers more ready 


IN CLEVELAND 
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LEVELAND’S FRIENDLY STATION 


John F. Patt, Vice-President 
and General Manager 


Edward Petry & Company 
National Representatives 


MEMBER COLUMBIA BASIC NETWORK 
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OF SURPRISES! 


Durston Holmes, 
ADVENTURER... EXPLORER OF THE GLORE.. ee 


One of a series of feature stories about places worth seeing in Ohio, presented by 


THE STANDARD OFL COMPANY (OHIO) 


Interesting theme of new newspaper campaign of Standard Oil of Ohio, 
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the standpoint of one who has been 
places. The first of the series will 
portray Ohio as the land of sur- 
prises; the second will direct atten- 
tion to the beauty of the winding 
Ohio River; the third will take in the 
beauty of the hill section; and the 
fourth will portray Ohio’s “200 miles 
of inland sea coast.” 


Other Promotion Aids 


Second in the program is a 64-page 
book, “Let’s Explore Ohio” which 
lists 1,000 interesting things to see. 
This book will be distributed at gas 
stations. Two executives of McCann- 
Erickson, Cleveland, did the editing. 

A new talking movie, “Ohio Trails” 
will be shown to an estimated 500,006 
people this summer and will tie in 
directly with the promotion. 

A 15-minute radio show will be 
staged twice a week on ten stations. 
Merrill Denison, author of Cavalcade 
of America, Roses and Drums and 
Great Moments in History, is writing 
32 dramatic episodes for the radio 
series under the heading of “Let’s 
Explore Ohio.” World Broadcasting 
Company is making the transcrip- 
tions. Stations scheduled are WLW, 
Cincinnati; WPAY, Portsmouth; 
WTAM, Cleveland; WALR, Zanes- 
ville; WKBN, Youngstown; WHIO, 
Dayton; WBNS, Columbus; WSAI, 
Cincinnati; WBLY, Lima, and 
WSPD, Toledo. 


Viskniskki Making 


“Oregonian” Survey 


The Oregonian, Portland’s only 
morning newspaper, has issued an 
official denial of rumors that it will 
change hands. “The paper is not for 
sale,” said a notice posted on bulletin 
boards in the plant. 

The Oregonian announced, how- 
ever, that Col. Guy T. Viskniskki, 
former Hearst executive, will make 
a survey on the present position of 
the paper and its potentialities. 


BBB to Hear Morgan 


William Fellowes Morgan, Jr., 
commissioner of markets, City of 
New York, will address a luncheon 
meeting of the Better Business Bu- 
reau of New York City, Inc., June 9 
on “The Public Wants Truth in Ad- 
vertising.” 


Strodel Appointed 


Carl F. Strodel has been appointed 
general sales manager, appliance di- 
vision of Brunswick-Balke-Collender 
Company, Chicago, succeeding H. D. 
Laidley, who resigned to join Stand- 
ard Electric Mfg. Company, Toledo. 
Mr. Strodel was previously assistant 
general sales manager. 


Plymouth Is 
Seeking Ideasi pe 
for N. Y. Sho ™ 


This nev 
juice is 


Detroit, June 2.—The Plymov 
division of Chrysler Corporation & 
seeking new ideas for its exhibit 
the New York Automobile Show ne 
fall, Neal Nyland, assistant direct 
of advertising, said today. 

“We are willing to give a heari 
to anyone who has for sale an it 
which he could incorporate into 
finished design from which our &@ 
automobile show exhibit could} 
built,” said Mr. Nyland. 


Chance for Designers 


Plans of Plymouth for the f 
show will be held in abeyance wil 
the field has been canvassed for si 
gestions for a striking display. 
Nyland believes that designers ¥ 
prove to be one fertile source of stim 
gestions, while manufacturers # 
cializing in convention displays m4 
be another. The New York si 
opens Nov. 11. 


Harris Shifted 


Innes Harris, for seven years Wi 
the New York office of Erwin, Wat 
& Co., has joined the Philadelplt 
branch. 


Gets United Brands 


Gussow, Kahn & Co., Inc., has b# 
appointed to handle the advertisili 
of Creation nail polish by Unité 
Brands, Inc., Newark. 


TYPE- 
SETTING 


Set display headlines 

or complete ads — with FOTOTY?E 
new synthetic type ... right in yoe | 
office! Cardboard letters slide into 
composing stick and are auto 8 
matically aligned. Cuts type 

costs for offset or zincs from 
dollars down to cents. Over 

fifty modern faces avail- 

able ... script and 
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THIRD DIMENSION CARD FOR BUTTERMILK 


§|PHOTOGRAPHIC REVIEW asin 
“| OF THE WEEK 


COOK WITH JUICE 


BIG TOWN PUBLISHERS TRADE OPINIONS 


SSE. ere MES a ae : : SSS SA 


Bowman Dairy Company, Chicago, is using five-color cards on wagons to pro- 
mote old-style churned buttermilk. The glass is actually in rounded form. 


FLORIDA PUBLISHERS MAINTAIN AUTONOMY 


_ 
RUSSIAN MEAT BALLS MADE WITH 


- 


SUM-RAYES PURE TOMATO JBICE 


consistency of Kemp's SUN- 


SUN-RAYED is the whole temate—ail the luscious meaty solids —con 
vetted into juice by patemed process (U. $. Pat. No. 1746657). 


FREE “40 WAYS TO USE TOMATO JUICE” 


Porty practical sug reeape in this attractive 24-pege 

gestions for using book is worked out particularly for 

Kemp's Sun-Rayed Kemp's Sun-Rayed. the tomato 

Tomato Juice. Eucit- fice that's best for drinking and 

sw otis | ing new ways to add = best for usr in conking. Nom-sepa 

| color and flavor to rating, Send post card for FREE 

= a everyday dishes recipe book The Sun Rayed Co., 
meats, eggs, tauces. etc. Every Dept. H-556. Frankfort, Indians 

Recomended by Allred Wo McCann Laboveteren 


Kemas SUN-RAYED TOMATO JUICE 


\ARGEST SELLING BRAND IN NEW YORK MARKET 
New Tort Representetive SEGGERMAN NIKON CORP., 11! Eighth Avenue 


This newspaper copy for Kemp's tomato : , ; 
juice is being used currently in New John F. Tims, Jr., New Orleans Times-Picayune, snapped at SNPA convention At SNPA convention were, left to right, J. M. Elliott, Florida Times-Union, Jack- 
»lymout York newspapers. in conversation with Silliman Evans, Nashville Tennesseean. sonville; Truman Green, Tampa Tribune and J. L. Knight, Miami Herald. 
ration | 
xhibit 
10W new 
directs 


SOUTHERN NEWSPAPER PUBLISHERS HOLD FRUITFUL CONVENTION IN MISSISSIPPI 


‘cussing developments with » Tet . 
H. Galt Braxton, Free Press, pang eae > a lea Georgian and Above: Trio from Another interestin 


° Louisville at -on- News- g group at conventio - 
ds Walter C. Johnson, wen Nic tena Times; Ted Dealey. —— vention. Left to . deomat ne, bh onroe, La.; George non Ewing, 
Sunday American; Ralp ‘4 Hanson, Birmingham News & Age- right, H. M. Me- ua Ge Scott, Eastman, Scott & Co. a Atlanta 
and Journal, and Victor F. Claskey, Mark urtis B. Johnson, Charlotte Obse Manta agency, 

Ethridge and 


Barry Bingham, 
urier - Journal 
and Times. 


Above: North and South in a 
friendly meeting. E. K. Gaylord, 
Daily Oklahoman and Times, Okla- 
homa City, chats with J. S. Mc- 
Carrens, Cleveland Plain Dealer. 


Right: Atlanta delegation. Left to right, 
Roby Robinson and Clark Howell, Atlanta 
Constitution; James R. Gray, Atlanta Jour- 
nal; Herbert Porter, Atlanta Georgian & 
Sunday American; and John A. Brice, Journal. 


Left: Publishers talk over their problems. 
Left to right, Raymond B. Bottom, Press & 
Times-Herald, Newport News, Va.; J. L. 
Horne, Jr., Telegram, Rocky Mount, N. C.; 
H. V. Jenkins, Savannah News & Press; 
Charles Peace, News & Piedmont, Green- 
ville, S. C.; and J. A. Davis, Herald, Al- 
bany, Ga. 
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32.8% of all Tennessee Automobiles are owned , 
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* e e hor 
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by people who live in the Nashville Market : 
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aay So budgets and strain statistics tell O other retail zone in the state can show this concentration of Ten: 
us that automobile ownership is a pretty good index of : , 
lieu Set seesiited enatle nessee automobile owners. | Therefore, the best of Tennessee’s buy. . 
ing power must be concentrated in the Nashville market also. ing 
Tennessee has more automobiles than: zs 
Alabama Maryland South Carolina : , : 
po eae Mississippi Seek Tehors These automobile owners are better than average potential customers, the F 
Arkansas Montana Utah people who are able to buy the bulk of the goods you have to sell. And wa w 
Colorado Nevada Vermont : : : s. : : se 
ir Ses Wiewiiilen ©‘ What Viesints submit this concentration of automobile ownership as evidence that you ag 
Idaho New Mexico or should concentrate your Tennessee advertising where the buying power! 
Kentucky North Dakota Wyoming. best—the Nashville Market 
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Maine Rhode Island ra 
. . . . h 
Buying power in Tennessee, if automobile ownership is any As to media, use the two newspapers that give your advertising completg 
index, outranks twenty-four of the United States. coverage of the Market twenty-four hours a day. 
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